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Multiply Eighty-three 
lillion People . 


by $31.20: 

lot of money—eh ? 

Almost unthinkable—but that’s what our Census 
Bureau estimated the population and per capita 
wealth of the United States to be on September 1, 
1905. Mind you, $31.20 for every man, woman and. 
child—a condition of prosperity unprecedented ‘in our 
history. 


How to Reach Them at a Reasonable Cost 
There’s the Rub. 


Let’s figure some: The average circulation of THE 
Woman’s MAGAZINE for the past twelve months 
exceeded 1,600,000 copies per issue. Hach copy goes 
into a home—into a home—average persons per home 
5%—figures that you can reach over EIGHT MILLION 
of these prosperous people by inserting your adver- 
tisement one time in THE WoMAN’s MAGAZINE, of 
St. Louis. Let us send you specimen copy; rate card 
ant further sempy 7 ' " 
can’t you figure a Christmas Gift proposition out o 
our line ? Reanselr a woman - marlon but to 
uy something for husband, sweetheart or brother. 


Don’t Overlook Christmas Copy. 





A. P. Coakley, Adv. Mer., : 
THE WOMAN’S MACAZINE, 
ST. LOUIS, MO. 


Eastern Office: Western Office: 
Flat Iron Bldg, New York City. First Nat’l Bank Bldg., Chicago. 
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MEDICAL BRIEF ADVERTISERS 


declare that its world-wide circu- 
lation—built on merit—makes it 


THE BEST BY ANY TEST 
TO REACH FAMILY DOCTORS 


- sag? 
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CORRECTING AND CURING art FORMS OF 


SPINAL TROUBLE 


Jamestown. NY US slave. 9.2906 


4. 3. Lawrence, a.M., M.D. 
Medical Brief, 
New York, W.Y. 
Oear Doctor.- 
The resylts of our Sdverticing in 
the Medical Srief compare very favorably with the ree 
@ults from gl other publications on our medical list.) 


THE MEDICAL BRIEF 


is read monthly by more 


FAMILY DOCTORS 
THE WORLD OVER 


than any other medical journal extant. 


, MEDICAL BRIEF ADVERTISERS 


are the best witnesses of 
this and tell. their own story. 
. “Verdict of Advertisers,”. Sample copy and 
rates for the asking. 
Se es Ma 


i OFFICES: 
9th and Olive Streets, St. Louis, Mo. Astor Court Building, New York: 
Auckland:House, Basinghall Avenue, London; E. C., England. 
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‘FORTY YEARS .AN. ADVER- 

‘3 TISING AGENT. 

By. Mr, George P. Rowell, 
FORTIETH. PAPER. 
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; Inasmuch as it has been made 
;to appear that these papers are 
heing read by a considerable num- 
ber of office boys and clerks, as 
“well as other young men who are 
‘interested in advertising as a pro- 
ession, although may be not at 
‘present engaged in any business of 
swhich advertising forms a rart; 
and inasmuch as it is from these, 
that the advertising men of the 
future will have to be recruited; I 
-am tempted to avail myself of the 
‘opportunity to preach a short ser- 
“mon to that portion of my audi- 
“ence that is composed of young 
‘and inexperienced students of ‘ad- 
:wertising, as‘indicated'above.. The 
“youth who has a°connection with 
‘an advertising agency; likes the 
Dusiness; thinks it ‘has possibili- 
‘ties, and determines that one day 
“he will have such a.business of his 
town; should realize that his ma- 
erial progress will depend upon 
qe acquaintance with the men 
<who have advertising to place, 
‘and the degree to which he can 
deserve and win their confidence. 
"The: : solicitor for. . advertising 


“orders is’ often stupposed-to have. 


pretty rocky path before him, 
Bat his is the one place from 
“ewhich an upward step comes most 
rmatural and easy. The solicitor, 
“pr canvasser, touches the pulse of 
‘the advertising public; and learns 
“much that the people in the office 


“ought to know but never have: the; 
men}: 


“opportunity: ., He. meets... 
comes. in, contact. with..them. face 
tito face. and on eee ol 


otesms,-if he. 
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ness and respects himself. There 
are few tex positions fre 
which to“ study human nat 
Let the young man, -then, a 
every opportunity to come face 
face with the advertising patrons 
of the office. * « him be gia 
when he is ¢alled upon®to go 

an errand that ‘will bring him gn 
contact with a customer or one 
who is sought or desired as a cus 
tomer. 

A young man who would ido 
work as a canvasser for adverti 
ments should be neat and cleag 
in his dress. I would not thim 
it advisable to be too well atti 
That.the clothing appeared to sb 
well brushed, well cared for, Qu 
inconspicuous; is ‘better, I thiftk, 
than to have it6f & fioticeable 
quality. Cleanliness and care; 
the matter of clothing indicgte 
self respect, while finery sugg 
vanity. The vain man, or you 
is intolerable to many ‘plain SU 
stantial business men, and is not 
specially admired by anybody ; et 
the quiet, self-respecting boy 3 
man has an unobtrusive di 
that places | him in a position = 
advantage,.in every case where & 
personality is brought into notige. 

As we understand the word# 
will generally be found that # 
-advertising canvasser,will pe he 
ter, and do. better, .withott af 
thing about him that can be pr 
erly designated as “style.” 
there must ‘be ‘a “style,” 
let it.be that of_a-plain, decesif 
dressed, cleanly, respectful, yore 
man who is working industrioy 
to advance the interests of 


earnest.;: If-:he. is::to succeed i | 


should believe: dathg ug fulnessgo 


his a work. 


In.. appraaching ape 


484 980. 





4 
tomer it should be your-ambition, 


your hope, your determination, to, 


state your case, to him—if possibfe 
—so plainiy that He.cannot fail to 
comprehend the point you wish to 
impress upon him; thereby mak« 
ing it probable that: thé answer .he 
gives to your applicatién shall be 
framed with a full comprehension 
of the. subject. 

Do not be afraid—if you can 
help it. If you are afraid, pause 
a-few moments outside, and fill 
your lungs by taking several of 
the deepest, fullest breaths you 
are capable of inhaling. You are 
in business to earn a living. The 
line of business in which you are 
engaged is respectable. You are 
employed because those who pay 
you are of the opinion that there 
is a possibly profitable field open 
for your work. Remember that 
presidents, governors, senators, 
bankers, insurance magnates and 
newspaper owners are but men; 
that once they were young men, 
with their own way to make in the 
world—most likely—as is the case 
with yourself; that, other things 
being equal, each and every one 
of them would rather do you a 
favor than not, that half of them 
would—were stich a thing possible 


—be glad to change places with wh 


you; for you that are young have 
a. vastly great advantage over 
even successful men, who are not 
so. 

Your success is not to be 
measured by what you accomplish 
to-day, or this week; but by the 
average outcome, considered day 
by day, and week by week. When 
you have approached a possible 
advertiser, obtained a hearing, 
stated your case, and failed to ob- 
tain the order, you have nothing 
to reproach yourself with. You 
have not wholly failed; in fact, 
you succeeded; but at the time 
there was no market for your 
wares. You were definite in your 
statements, respectful in your 
manner; there was nothing offen- 
sive in your appearance; the ad- 
vertiser who denied you may even 
have felt sorry to refuse your re- 
quest. You have left an opening 
by. which you may go again. 

Keep your health good, your 
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conscience clean; have an objec- 
tive point ahead and persevere. 
*Be careful of your associates, seek 
‘the society of those whose ways 
of life commend themselves to 
‘you; and avoid those whose habits 
and principles are in any way such 
as you cannot approve. 

If you have become a full- 
fledged canvasser you will not ex- 
pect to secure every order you go 
after; but will be certain to go 
after every one you think you 
ought to secure; that is every one 
that you think the advertiser 
would do well to give you. That 
thought, that belief, will do much 
toward your success. If you 
really think the man’s interest will 
be advanced by complying with 
your request, you will exert a 
hypnotic influence upon him that 
will bear fruit to a degree that 
will be almost surprising. 

You are not to make a nuisance 
of yourself under any circum- 
stances. You are not to force 
your presence upon a man when 
he is busy with a conference. It 
is not generally well to wait long 
for an audience, although if your 
name and business have been an- 
nounced you must wait; but there 
is great advantage ina free field. 
en you are in the presence I 
would advise that no time be lost 
in presenting the case. Do it con- 
cisely, promptly, without circum- 
locution. “I called to ask your 
authority to do so-and-so. I think 
it will be profitable to you, and I 
know it will please me, and be of 
advantage to me, if I receive the 
order.” 


There in 


something good 
human nature that makes every 
man glad, rather than otherwise, 
to grant a favor which is asked of 


is 


him, if the cost is not much, and 
especially if there is a possibility 
that a profit to him may result. 
And the man who has done you a 
favor once or twice, and finds 
himself no worse for it, has be- 
come your friend; will be in- 
terested in your progress, watch 
it with interest, and do all he can 
to advance it. 

The deserving man, out of a 
job, often seems to find ‘it hard to 
find a-position that. he may step 

‘Continued on page 6.) 
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PAPERS THATLEAD 
IN “STORE NEWS” 2" 


Pisses 
—— - 


ertisers 


placing an ap- 
Fg ages aim 
paper 


use 


in pee! or that 
s «rT ngs a women. 


er that is 
Py in ge cpt nih 

of the housewife must 
be first in the estimation of 


the local advertiser—the man who is on the field 
and who studies and knows conditions—should be 


first in the estimation of the foreign advertiser. 

4 In Minneapolis, Indianapolis, Baltimore, Wash- 
ington and Montreal, the following superior home 
evening papers lead all competitors in amount of 
“Store News” carried. 


{Ask any local advertiser and prove this. 


The Minneapolis Journal. 
The Indianapolis News. 
The Baltimore News. 

The Washington Star. 
The Montreal Star. 





Special Representatives ; 


DAN A. CARROLL, W. Y. PERRY, 
Tribune Building, Tribune Building, 
NEW YORK. CHICAGO, 
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into; but, believe me, those who 
Have such positions in their gift, 
find it still more difficult to place 
@ hand upon a competent man to 
fill an important post that is about 
ty become vacant. The more peo- 
ple you can impress with the fact 
that you are always to be relied 
upon, the greater the probability 
that important positions and com- 
Missions will be entrusted to your 
care. 
“It once happened to me, that, 
because I had planned to return 
to my office on a certain day, I 
felt obliged to insist that my wife 
and several guests should . have 
breakfast before sunrise of a Jan- 
tary morning, and ride eight miles 
to a railway station, while the 
thermometer marked 28 degrees 
below zero. To the protest that 
no particular need existed for go- 
ing that day I said, “I do not know 
how: many people may have made 
lans. dependent upon mine, which 
ve been announced, or to what 
extent they may be inconveni- 
enced if I fail to do what is 
expected, And then I added, 
“It was my well-established habit 
ef doing what I had planned, or 
promised -to do, that enabled me 
to borrow a quarter of a million 
dollars one time, without putting 
up a scrap. of collateral, I would 
fiot like to throw away the repu- 
tation. I seem to have established.” 
I. was ‘recently conversing on this 
point. with Hon. Chester B. Jor- 
dan, Ex-Governor of New Hamp- 
shire; a self-made man—whose 


Boyhood’ was: passed’ on a back-: 


woods farm, and he said, with 


some warmth, “I have neyet.in my” 


life been able to accomplish any- 
thing of much account without 
having.a plan marked out in-ad- 
vance ahd then. sticking to that 
lan.” : 
“Tf you find yourself in the 
presence of a man who is_ill- 
natured, worried, angry <or dys- 
peptic; try to let him see that your 
usiness will not detain him long; 
iry.to realize that he has troubles 


of -his:-owh, and to get out, if: 


possible, with.so good a grace that 
you may be recognized on another 
and more propitious occasion,-and 
obtain your reward for the tact 


‘time. 


‘Humor him. all you. ¢an. 


and forbearance you exhibited. If 
you obtain an interview. .under 
favorable circumstances, and state: 
your case clearly and without-loss: 
of* time, no man has- occasion: to 
find fault with you; and those 
who do are half ashamed of 
themselves for doing it, and if 
you conduct * yourself with~ tact, 
will be ready.on another occasion; 
to do something in your “favor, if 
only to redeem their own good 
Opinion of themselves. “ee 

' Having secured your interview, 
go straight to the business in 
hand, I reiterate this charge. to 
be direct. State the case’as well 
as you can, and accept the verdict 
—generally. without argument. 
With a deprecating smile you may 
suggest that you fear you have 
failed. to make the matter as at- 
tractive as you had wished, and 
that on some other. pleasant day 
you will venture to renew the ap- 
plication, with a hope for better 
success. If you can keep good- 
natured and respectful you will 
frequently make valuable custom- 
ers of those whose first greetings 
were anything but friendly—per- 
haps anything but civil. .On one 
occasion a -young man from my 
office reported an utter failure ot 
his own. He had not succeeded in 
interesting the man he inter 
viewed, and been dismissed rather 
cavalierly. Next day there canié 
an order fromm the firm he had 
visited, with a request that credit 
for it be given “to that young man 
who called yesterday—and who 
was so good-natured.” 

The new advertiser ought al 
ways to be a small advertiser. It 
is well to bear that in mind. Great 
entérprises never start out full 
grown, “It is a great'thing for yon 
when the advertiser, who. will dd 
some business with you, gets His 


‘interest really aroused and thinks 


of his advertising—day and. night. 
With him you may spend much 
e. He will regard it as‘a 
favor. Take all the pains -you can. 
rh He will 
develop ideas that will be usefidl 
to you as well as to him. He may 
be given credit even beyond the 
apparent limit-of prudence; but if 
an advertiser develops a tendency 
(Continued on page 8.) 
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* - ; The NATIONAL DAILY 
“White Daily”? REVIEW of Chicago, that bril- 
liantly successful representative of 
-Enters Upon @.- “white journalism ”—so called bé- 
" cause it excludes from its reading 
Vi gorous and advertising columns everything 
which cannot be read aloud in the 
Advertising home—is now accepting advertis- 
ing contracts for the coming year. 
Campaign. Though established since last 
January, the DAILY REVIEW 
has made no effort among advertisers, other than in a preliminary and 
educational way, the managers having concentrated their energies in ex- 
tending circulation preparatory to the vigorous advertising campaign 
now being carried on, The leading publicity and mail-order advertisers 
throughout the country recognize the DAILY REVIEW as the coming 
advertising medium, and are taking advantage of the present low con- 
tract rate for space, over 250,000 lines having been closed during the 
first three weeks of this campaign. 

No rate card will be issued before January 1st, as circulation is in- 

creasing too rapidly for a fixed rate, but contracts will be accepted at 
10 cents a line, with a guarantee of 50,000 paid in advance subscribers 
by January 1st. Mr. Wellmuth, 
who is conducting this campaign, 
is an expert in advertising, and 
for the past twelve. years has 
been connected with the Des 
Moines News and the Clover 
Leaf combination: of dailies. 
He is regarded as an excellent 
man to catry forward the devel- 
opment of the NATIONAL 
DAILY REVIEW in its great 
field. His specialty heretofore 
has been classified advertising, 
but he is perfectly at home in 
all departments of the advertis- 
ing profession. 
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to trust his advertising plans en- 
tirely to you, you should go slow; 
even restrain him, if he seems in- 
clined to go further than prudence 
dictates; for if he fails to succeed 
he will blame you, and his words 
to others will not be to your ad- 
vantage. 

I have often thought that the 
day of the classified advertisement 
is yet in its infancy. There seems 
to be no limit to the power for 
usefulness possessed by inconspic- 
uous, undisplayed, classified an- 
nouncements that tell of actual 
needs. You may obtain anything 
you wish by advertising for it, in 
the right medium; if you express 
your need in appropriate words. 
You may get rid of anything you 
do not want by employing the 
same method. If you wish board 
in a private family—polite, refined, 
and at a moderate price—and if 
you know of such a family, living 
next door, but do not feel justi- 
fied in asking them to take you in; 
it may happen that if you put your 
advertisement in the paper that 
family reads, you may hear from 
ther by the next mail. When I 
have wanted to employ a man on 
hard terms, to do exacting work, 
I have for many years made a 
practice of stating all the condi- 
tions, with great precision and dis. 
tinctness, in an advertisement; 
which was then placed where it 
would be most likely to be seen 
by the right parties. At a later 
day, in case of dissatisfaction, that 
advertisement could always be pro- 
duced as specifying the conditions 
of the engagement—the exact 
terms of the contract. The classi- 
fied advertisement can also be 
made to serve the purpose of an 
agent sent out to obtain informa- 
tion needed before entering upon 
a new enterprise. 

I was in New Mexico on one 
occasion, spending a few days 
with a friend who had an enor- 
mous cattle ranch there; and the 
life charmed me-very much. I 
thought I too would like to own a 
cattle ranch; and we went to- 
gether to the: nearest neighbor 
having a ranch, in a lovely valley, 
ten miles away; and who had ex- 
pressed a wish to sell out his 


brand. I had a little talk with 
him, and offered to take the out- 
fit at the price he had put upon 
it; but he had changed his mind 
and wanted nearly twice as much. 
Having the matter very much at 
heart, but thinking that more 
knowledge on the subject, than I 
then possessed, might be of advan- 
tage, I prepared a list of from 
twelve to twenty papers, known to 
circulate among cattle men, and 
inserted in them such an adver- 
tisement as I thought calculated 
to bring out information likely to 
be useful to me. Every one who 
would answer the advertisement, 
‘was requested to go somewhat at 
length into the advantages which 
his location offered over others; 
and to explain why, and to what 
extent, the claimed advantages 
were valuable. 

The advertisement appeared but 
once, but in the course of a 
couple of months it brought a 
pile of letters two feet high; each 
one consisting of from two to 
twenty pages, and—would you be- 
lieve it?—nearly half of them 
were written by bank cashiers and 
presidents in the Eastern and Cen- 
tral States. Each one told of ad- 
vantages; why they were advan- 
tages; and why some so-called ad- 
vantages were really disadvantages. 
On the whole, those letters were 
interesting reading. The ranch 
business was not overdone at that 
time; people did not generally 
want to sell, but sought to interest 
more capital so that they might go 
in still more largely; but when I 
had read all the letters. I believe if 
the man in New Mexico had. sent 
one among them, offering me his 
brand and outfit, and valley of sur- 
passing beauty, for half the sum I 
had offered him, I should not have 
considered it at all. The business 
was all right enough, but I be- 
came convinced by the correspond- 
ence, that, like all other business, 
the man who would succeed in 
ranching would have to give it 
personal attention. 

A little later an intimate friend 
of mine had it in mind that he 
wanted-a country place—a farm. 
He thought Berkshire County, 
Massachusetts, a good _ location, 

(Continued on page 10.) 
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Theres But One Directory 


upon which leading advertisers in all 
lines of business depend for authentic 
information as to the important ques- 
tion of circulations. 

ROWELL’S AMERICAN NEWS- 
PAPER DIRECTORY is valuable 
because it leaves no stone unturned 
to discover the facts which are of in- 
terest and value to the advertiser. 

It is impossible in many cases to 
discover what exact circulations are, 
but it is always possible, through some 
source or other, to secure information, 
- which will show, to all intents and pur- 
poses, the circulation of any periodical. 

ROWELL’S AMERICAN NEWS- 
PAPER DIRECTORY gives circula- 
tions as it believes them to be, and 
uses every possible means of informa- 
tion which will assist it in coming to 
a conclusion. 

For this reason every advertiser 
who wants to make the best use of his 
money ought by all means to have this 
Directory at his elbow. He can get 
along without it, but it will be costly. 

The 1905 issue is ready for delivery 
and will be sent carriage paid to any 
address upon receipt of $10.00. 


ADDRESS WITH CHECK 


THE PRINTERS” INK PUBLISHING CO., 


PUBLISHERS, 
10 Spruce Street, NEW YORK. 


























10 


anid at his request I inserted an 
advertisement in the papers pub- 
lished there. We happened to use, 
in the advertisement, an expres- 
sion to the effect that he would 
like- a place that was “capable of 
improvement” and it was remark- 
able, almost laughable, to what an 
extent it proved that every place 
that was for sale was “capable of 
improvement” and, from the num- 
ber of replies that came, it seemed 
as though ‘about every place in 
the county was for sale. The ef- 
fect upon my friend was not so 
discouraging as in my own case 
quoted: above. He was willing to 
‘pay from ten to twenty thousand 
dollars for a farm and would not 

artticularly mind; if by. the time 

e had. experimented with “its 
“capabilities of improvement,” it 
should stand him. in as much as 


forty or fifty thousand. He got 
the place he wanted for fifteen 
thousand dollars, and it ds still 
capable of improvement, although 
he has expended upon it not much 
less than twenty times its original 


cost; all of which. goes to prove 
that the power of small classified 
advertisements, for both good. and 
evil, is something positively 
enormous. 

In the advertising business it is 
of first importance that the ‘can- 
vasser shall believe in the--concern 
he ‘represents—have faith -in ‘it. 
To him it should ‘seem to bé ‘the 
best in its field, or of its class, If 
riot’ most important on ‘atcount of 
the amount. of business it controls, 
tay be it has a still greater: ‘vir- 
ftie in -the thoroughness “of -its 
methods, .and- the -caré 
‘promptness which. characterizes. its 
service. Unless. the canvasser ‘can 
convince’ himself. of the accuracy 
and honesty of his claim, he will 
nof succééd in convincing others— 
and he ought not to: Most can- 
wassers d5 fail to convince. them- 
selves of the truth of the claims 
they put forth, and these always 
fail. A man who: knows he is 
lying is never a convincing talk- 
et. He may achieve an -oc- 
casional success but ‘it ‘is never 
permanent. 

As a general thing. the advertis- 
er cannot tell whether a particular 


and: 
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advertisement pays him’ or does 
not. The most ‘hé vknows, a¢'a 
rule, is that when ‘he advertises 
most he does most. business,} and 
makes most money; and when he 
saves on his advertising his’ net 
profits at the end of the year are 
less than they were in the’ other 
years when he thought perhaps he 
was wasting money in advertising. 
I recall one year when I thought 
too much money -had° been spent 
in pushing business, and decided 
to cut the promotion expenses ‘in 
two, and succeeded; but the net 
surplus—the real profit made next 
year—was less than when the de- 
partment of -prontion had not 
been. strangled by economy. 

Most’ reasons -for not. advertis- 
ing set up by advertisers, to the 
canvasser, are urged not because 
the advertiser “believes ‘in them, 
but to hear what will “be‘said “in 
rebuttal. It is, of course, true that 
not every advertisement produces 
profitable results, although noone 
can tell when a’ good advertise- 
ment has ceased to bear fruit. The 
advertising agency of Geo. P. 
Rowell & Co. is doing business to. 
day for a man who first-catme: to 
it after reading an announcement 
printed in the New York ‘Ti imes 
in the year 1871, 

It is of course true ‘that? not 
every advertiser, who tries -an:ad- 
vertising experiment in one class 
of papers, ‘will also. ‘use those of 
another class, still thete is=séme- 
thing tobe learned ‘by ‘a diseus- 
sion of the subject, if he will-al- 
low you -the time. <The talk “may 
result to mutual ‘advantage at°a 
later period—if not at’ the’ time, 
The’ magazine bears no. frit: until 
next” month, -but the «daily paper 


produces’ its crop to4norrow. 


The man iho -has ‘not had suffi- 
cient results from “his° advertise- 
ments“ knows. that. his -announée- 
ments have not been what they 
should -be. It is’ to be noted 
everywhere that the men who ad- 
vertise most, get the largest profit 
out of it; and likely to exceed«all 
others in their advertising efforts 
next. yeat.. The ledgers of every 
stccessfirl newspaper will verify 
this statément. 

The way to treat an advertiser 
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is to be always civil, respectful, 
onsiderate.. Flattery is out of 
place, althowgh when you know of 
some-act.of his, or some quality of 
his goods that-excite your admir- 
ation, you.do right to. mention it. 
The. man who misses an oppor- 
tunity. to commend, where com- 
mendation is due, commits a seri- 
ous fatit. It is always a duty to 
say: pleasant truths when there. is 
an opportunity; either at home or 
in -business. Your own. self-re- 
spect will not allow you to jolly a 
patron you care.for, and his re- 
spect.for you will not be: increased 
by.-cigars or drinks which you con- 
tribute. If any -treating is to be 
done:. the advertiser is the man 
to do: it—not the canvasser. 

It would be my idea that-a de- 
cided “No” should always be taken 
as..an answer, although, under 
favorable circumstances, it. might 


still be permitted to tell the rea- 
sons that had made you think the 
service offered: might be profitably 
made use of: I: would suppose 
the man who said “No,” quite de- 
cidedly,, would be quite as re- 


ceptive of arguments in print as 
any other person, and such a man 
might. be approached later with a 
deprecating smile and ‘tentatively 
inquired of whether his ideas had 
not undergone a change. 

On the matter of excuses from 
clerks or others for the non-per- 
formance of. something that others 
have a right to expect to be per- 
formed, I. have always held de- 
eidéd opinions. Sometimes it has 
seemed that hé was most unpar- 
donable who. presented the best 
excuse. At the Sphinx Club oné 
night, Mr. Edward W.. Filene, an 
enterprising and painstaking de- 
partment store owner of Boston, 
had something to say on: this sub- 
ject that appealed to .me. “We 
havea motto at our store,” said 
he, “that reads, ‘The better the 
excuse the. worse the reason’” and 
he went on to say that if there 
was a good excuse: it ought to 
have been foreseen if the matter 
had beén thought over in ad- 
vance; and the better the excuse 
the more- plainly it ought.to have 
been foreseen. By the young men 
in subordinate positions -who are 


INK. 


paying me the compliment of 
reading these papers, and I. know 
that many such are doing so,- I 
hope that these few words on the 
excuse habit will-not. be overlook- 
ed. The boy or. young man who 
does things when he might have 
produced a good excuse. for. not 
doing, is the one. who will get his 
salary. advanced soonest and 
oftenest, that will get a-place. in 
the firm when a. new partner is 
admitted. If he wishes to:marry 
his employer’s daughter, his. hay- 
ing been free. from. the excuse 
habit -will be a recommendation for 
him. He will be twice the .man 
without the habit that he ever can 
be while he gives Way to it. .I 
read a witticism recently dealing 
with this matter, and there was .a 
good deal of reality in it. “Is that 
the best excuse you can put up,” 
said the wife, “for not coming 
home until two o’clock this morn- 
ing?” . “Yes, dear,” was -the 
answer. “If you’re not satisfied 
with that I shall have to tell you 
the truth.” Whenever a defection 
is unforeseeable and _ actually 
unavoidable no excuse is needed 
ot expected, it explains itself. 

In conclusion, I wish to say. a 
word to such as have in mind 
cutting loose from past connec- 
tions and starting out on an inde- 
pendent career. In such case you 
will find that you cannot rely very 
much on any assistance that will 
come from family or friends. You 
may count. on_ strangers with 
much more confidence, there aré 
so many more of them.- You must 
work out your own salvation. 
Advice will not commonly help 
you much. It is well to listen to 
all the counsel available, but if 
you do not act on-your own judg- 
ment you will not succeed... Hun- 
dreds of times, during my long 
life, I have been consulted. by 
young men who wanted advice 
about whether they had better do 
this.or had better do ‘that. I have 
commonly said in such a- case, 
“Now, young man, it don’t make 
a continental’s difference what you 
do, provided-you do it. Go ahead. 
Do. what you think is the right 
thing and you will succeed.” 

Again, I have added, “You 
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came to me because you thought 
I have succeeded, did you not?” 
“Yes,” would be the reply. Where- 
upon I would conclude, “Let me 
tell you then that if I could have 
gone to somebody, as you have 
come to me, and stated the case, 
and could have been told of a 
quarter of the difficulties I have 
had to meet with, you could not 
have kicked me into the business. 
Still, I succeeded very well. The 
difficulties arose one at a time and 
I overcame them, and every other 
young man of stamina will, as a 
general thing, do the, same.” 


A POLYGLOT PRINTSHOP. 


Situated near Union Square is an 
establishment that is familiarly referred 
to as a polyglot printing office. Here 
a specialty is made of job work and 
letterpress in languages not frequently 
employed in business. There is a 
certain element among the aliens which 
prefers “home” text, and it is from 
them that most of the business 1s 
booked at this printer’s shop. One may 
have his choice of Chinese, Finnish, 
Greek, Hindustani, Hungarian, Irish, 
earns, Polish, Russian, Servian, 
amil, Welsh or Yiddish.—Sun. 


++. 
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New Ideas Wanted for the 
National Cash Register Co. 


To Artists, Designers, Engravers, Photo- 
graphers, Type, Ink and Paper Manufac- 
turers, Makers of Office Supplies, Sys- 
tems and Labor Saving Appliances, 
Publishers, Lan:iern Slide Makers and 
Colorists; andin fact allwho have to do 
with anything relating to advertising or 
office work, please take notice: 

I have opened an office for this Compan 
at No. 353 Fifth Avenue—opposite the Wal- 
dorf Astoria—where I shall be glad to re- 
ceive or discuss ideas for the betterment of 
the advertising we are now doing in our 
factory at Dayton, Ohio, or for the improve- 
ment of the business systems in use there. 
I have nothing to do with the ordering or 
purchasing of goods or ideas. My business 
is to find the best things and submit them 
to the Company. I have been with the 
N. C. R. Co. a great many years, having had 
charge of their advertising both in this 
country and in Europe, so that I am well ac- 
— with their needs and requirements. 

end in or bring in anything you wish to 
show the Company and I will see that it 
reaches the proper person or department. 

I am in my office from gto 12 A. M. After 

those hours I am in or out, so if you want to 

see me please make an early call. 


E. D. GIBBS 
EASTERN ADVERTISING REPRESENTATIVE, 
NATIONAL CASH REGISTER Co., 
DAYTON, OHIO. 

353 FIFTH AVENUE, NEW YORK. 








TIFFANY & COMPANY, 
FAIRBANKS & COMPANY, 
BUTTERICK COMPANY, 


Advertise exclusively in 


The 
Des Moines 
Capital 


iN DES MOINES. 


They know the best newspaper in 
Iowa, Is their judgment not good 
enough for you? The CaPirAaL is a 
newspaper of character and pres- 
tige. ee newspaper sense, the city of 
Des Moines belongs to the CAPITAL. 


EASTERN OFFICES: 
CHICAGO : NEW YORK: 
87 Washington St. 166 World Bidg. 
PUBLISHER, - - LAFAYETTE YOUNG. 








DAY BY DAY 


Year In and Year Out 


Every day of the year a statement 
of the circulation of THE CHICAGO 
RECORD-HERALD for each day of 
the previous’ month is printed on 
the editorial page. 

No other Chicago morning 
paper prints this constant record. 


CIRCULATION FROM JANUARY I 
TO JUNE 30, 1905 


Average per day, 148,529 
Average Sunday, 202,738 


THE CHICAGO 
RECORD = HERALD 
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UNADVERTISED INDUS- 
TRIES. 


CARPETS, 


When I speak of an article as 
being “unadvertised” I do not 
mean that the manufacturer em- 
ploys no method of publicity, but 
rather that he does not use the 
general mediums, the newspapers 
and the magazines, that reach 
the great purchasing public. 
The fact is the most of them issue 
catalogues or circulars which they 
send to retailers, and advertise 
more or less in the trade papers. 
Both of these mediums are ef- 
fective to a limited degree, but 
they do not go to the consumers, 
upon whom both the manufac- 
turer and the retailer depend for 
their business. I contend that if 
you can create a demand for an 
article among the people, the mer- 
chants will be compelled to put 
in a stock of the goods whether 
they want to or not. 

Americans are a nation of 
home-makers. Outside the larg- 
est cities seventy-five per cent of 
the families occupy their own 
dwellings. Nowhere else do the 
common people live so comfort- 
ably or so well as they do here. 
The reports of the savings banks 
show that they are thrifty. Men 
who toil at the humblest trades 
want their families to be well 
housed, well fed and well clothed. 
As far as their means allow they 
spend their money liberally. 

The newspapers and the maga- 
zines go into the homes of the 
very people whom the producers 
of foodstuffs, household supplies 
and clothing seek to. influence. 
Why, then, are they neglected by 
some of the largest manufactur- 
ers? With a view of finding out 
I called, last. week, on the New 
York agent of one of the largest 
carpet concerns in the country. If 
there is any one article that ought 
to be advertised under a trade- 
mark it is carpets, which are in- 
dispensable for the proper fur- 
nishing of every home. 

Outside of the manufacturers 
and the retailers there are very 
few persons who can give the 
names of the representative carpet 
producers of the country. Hence, 
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when a man goes into a store to 
buy a carpet he never calls for a 
special make but for a_ special 
style. To him Brussels, Axmins- 
ters, Moquettes and tapestries are 
the same as far as quality is con- 
cerned. Although, as a matter of 
fact, the product of one factory 
may be much better than that of 
another, 

“Why is it that the carpet man- 
ufacturers do not advertise?” I 
asked the agent as we sat in the 
handsome salesroom of the com- 
pany in Fifth Ave. 

“We do advertise—in the trade 
papers,” he replied, “and by the 
use of catalogues. We have spent 
$10,000 in catalogues. We have spent 
the present year.” 

“But I refer to the newspapers 
and magazines,” I remarked. “It 
seems to me that such mediums 
would be invaluable in building up 
trade.” 

“A number of years ago we did 
some advertising of that kind but 
it didn’t pay,” said the agent. “I 
was traveling In the Far West 
and visited Salt Lake City, among 
other places. Thinking it might 
be a good plan to advertise in the 
leading newspaper of that city I 
closed a three months’ contract 
with the publisher. As I remem- 
ber it called for a four-inch space, 
the copy for which was changed 
every other day. The results 
were almost nothing. It was a 
discouraging experience.” 

“Don’t you think it is unfair to 
judge of the value of newspaper 
advertising from. an experiment 
of. that kind?” I asked. “You cer- 
tainly ought not to expect much 
from a three months’ ad printed 
in a medium circulating exclusive- 
ly among Mormons,” 

“Perhaps that is so... But news- 
paper and magazine advertising 
is very expensive, and competition 
in this business is so sharp that 
we do not feel like spending the 
money. Moreover, the dealers 
who handle carpets are so crazy 
to make money that they will 
palm off inferior. grades for the 
best because the profits are larger. 
Customers who have been dealing 
with a merchant for some years 
are influenced more by what he 
says than by advertisements, This 
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isi: especially. true .in the back 
country where. the people -are..ig- 
norant,or.do not read much.” 
~-“But how is.it with the educat- 
d classes, who read. both the 
Sics and the magazines? Are 
they .not.-the very ones. who buy 
the highest-priced carpets and. are 
éasily influenced by appeals made 
in’ the advertising columns?” 
“Yes, I.think you are right,” the 
agent -reluctantly .. answered, 
ocPhe vsales. manager. of. another 
manufacturer when asked why his 
house: did not. advertise said: 
“Our goods are. handled almost 
exclusively: by. jobbers. . We. are 
selling:.all the: carpets. we can 
make. “Why, therefore, should we 
advertise for. more customers ?” 
There is no answer. to..an argu- 
ment like that. When a manufac- 
turer has a market for his’ full 
product. and does not wish to in- 
crease his business or provide for 
future. contingencies ‘it would be 
a wasteful. éxpenditure of money 
for him to ‘advertise. But how 
many of the 133 concerns:in this 
country. are so. happily situated? 


They aré so few that they might 
be. numbered on one hand. 

‘Fhe carpet industry is an im- 
portant ‘factor in the commercial 


world. In 1900 the amount of 
capital invested in it was $44,449,- 
297: and the value of the product 
was $48,192,351. It gave employ- 
Ment to Over 20,000 persons, 

‘The bitsiness owes its promi- 
nence to the inventive genius of 
Erastus B. Bigelow, of Boston, 
who in’ 1844 adapted the power 
lo6m té the weaving of ingrain 
carpets ; artd to’ Alexander Smith 
and.-Halcyon Skinner, of Yonkers; 
whd in 1856 invented a loom for 
making Axminster. carpets. Thé 
factories éstablished by those men 
are still. engaged in busifiess. 

‘Other leading houses ate San- 
ford & Sons, W. J. Sloan, J. W. 

imimock & Co., the American 
Axminster Industry, the Hartford 
Corporation; the Beattie Manufac- 
turing Co., afid J. & J. Dodson. 

An ifidustry that produces 75,- 
000,000 yards of carpét of an av- 
efage value of 64 cents a yard. is 
a pretty big thing and is worth 
advertising. Only one of the car- 
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pet men whom I interviewed gave 
a valid reason, as-quoted above, 
for not using newspaper ~Spdce. 

Why is it that so mariy ‘business 
men cannot see beyond’ the ends’ of 
their nosés when you undertake 
to talk’ adverfising to them? ~On 
all other subjects, _saye - possibly 
religion and. politics, they... are 
amenable to reason. . If you -go,to 
them with a.. trade proposition 
which involves the expenditure. of 
a considerable. sum of money but 
which. promises. large returns they 
will. not . hesitate. to. accept it, 
Present a plan, for advertising 
which cannot fail. to bring profit« 
able results, and they will reject. it. 

I will admit that’ advertising. is 
not an exact science, but:the. busi- 
ness has been so thoroughly 
studied. and  systematized. that 
there are at least -half. a dozen 
agents who can figure out, under 
usual conditions, just. what tay 
be expected from the expenditure 
of a given sum of money in a Sel- 
ected list.of mediums. 

The manufacturer. of carpets 
who is alert and has a receptive: 
mind ought to be able to perééive 
his opportunity and grasp it. In 
the first placé- he should see to it 
that every yard of carpet he pro- 
duces has his name or trademark 
stamped upon its back. He should 
then set aside the amount of 
mioney he can afford to devote. to 
advertising, and call in a general 
agent for advice as to how ‘it® cat 
be spent in a publicity campaign 
to thé best advantage. 

Too much should not be ex- 
pected from the’ first yéar’s adver- 
tising. -It is going to take more 
than one year’s work to make 
much of an impression on the 
mass of the American peoplé: The 
namé of the manufacturer, which 
should stand for the quality of 
the product, cannot be made’ 
familiar to the reading publi¢ ina 
few months. But if the work’ of: 
publicity is patiently and wisely 
carried on, in a very few yéars thé 
goal of success will be reached 
and every housewife will be prou 
of the fact that . Blank’s .carpéts 
cover hér floors, because “they are 
the best.” : Seat, 
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THE FINAL. TEST. 


».When the story is told, when 
the. pictures are made, when the 
advertisement that has cost nights 
of thought and days of labor fi- 
nally shines up from the pages of 
the daily paper or the monthly 
magazine, then comes the test of 
its worth: Will it sell the goods? 

One’ of the most surprising 

fopositions one meets, amongst 

usiness men, is the idea that if 

an’ advertisement attracts atten- 
tion it has done its ‘work; fulfilled 
its mission; justified its creation, 
It is ‘most surprising that this 
fallacy is so long-lived. So many 
things. attract attention, but for 
what. good?’ A woman with dirty 
fingers ‘laden ‘with ‘costly rings 
will.:draw the’ eyes of a. trolley 
car full: of people; but will the 
spectacle create a desire for: like 
decoration? 

-Not many weeks ago ‘the pro- 
prietér -of a: downtown clothing 
house wished to let the general 
public know that: as the season 
was waning, the prices. of his 
stock were marked down. Did 
he say: so-in plain English, and in 
the Teas where it would do the 
most good? -His sign was plain 
enough, but-it proved so interest- 
ing that. the hundreds, or thou- 
sands,-of people who passed by his 
place looked long enough to study 
out the puzzle, then, with a smile, 
each-amaking his or -her favorite 
exclamation, passed on. Seeing 
this ..-adyertisement from a little 
distance it had the appearance of 
a piece of heavy timber, perhaps 
six by six inches square, or- larger, 
having been thrust. through the 
plate glass of the window. ‘Sev- 
eral inches, perhaps a foot of the 
timber was. on the outside; while 


the other end was plainly. visible’ 


on the window seat within. The 
glass was soiled and splintered 
and from across the street, or 
passing nearer at. an. ordinary 
street’ gait, the damage was very 
real. But, to stop a minute, one 
could -see thatthe timber was. in 
two pieces; the ends ,placed close 
against. the glass outside -and in, 
while ‘the semblance’ of broken 
glass, was given by scraps and 
splinters of” all-sorts, sizes and 
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shapes, having been pasted’ on‘ the 
uninjured pane around the finiber. 
It was ingenious, it attraetéd at- 
tention; but; the crowd remained 
outside, gazing its’ af ayes 
the puzzle, then grinning at th 
idle salesmen” who ‘looked” out ‘at 
them, and, passed on. “"°°°5 7°" 
The’ plainly letteréd ‘legend 
was: “Our prices are~ stashed,” 
or something about like 2 thar. 
Perhaps they were, but nobody 
cared; at least very few ~ who 
studied out the alleged ‘aavertise- 
ment went inside to take. advan> 
tage of the smash, ay 
Sometimes’ publishers of books 
adopt the attracting attention 
method. Frequently it is by enor 
mous posters copying an ‘flistras 
tion of some of their publications. 
Sometimes it is by sending’ out, -to 
names. selected from the city -di- 
rectory, very personal. looking 
postal cards signed: by initials: : +2: 
Even writers of books run: into 
the . attracting attention fad «ix 
selecting titles. Within-a year or 
two, how. many. “Confessions” 
have we had. So many. years 
have passed since the: public -was 
given “The Confessions of. at 
Opium. Eater,” that -it. did . fot 
seem likely there was :any con- 
tagion in it. -But alas! and alack! 
The disorder has spread from the 
pitiable De Quincy to all sorts and 
conditions of. imitators. -We have 
had “Confessions” for-. which no: 
Church Father would be.;able ;to 
invent penalties, assrate 
These confession titles -are 
usually selected because of their 
suggestiveness. ho,.. on .the 
lookout for~ something . a _-trifle. 
more than racy would not. long’ to. 
have in. his hands “The . Confes-, 
sions of. a Wife;” or a “Club. 
Woman,” or a “Railroad man,” or: 
“A woman of the demi-monde,”. 
or “A Bartender,” or a “Pullman 
porter?” Who would not be, 
caught by these titles and held: 
long énough to pay the pricé of, 
the book. But the “Confession”. 
title has been overworked. ~~" ~~ 
When Mark Twain’s “meanest 
man” was cornered by~ the’ ghost 
who continually wailed, “Who! 
stole my golden arnt?” -he cow 


cower" 
ed amongst his bedscfothed, ite” 
ged the loot closer arid ‘yefled* 
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“Nobody.” Judging by the ree 
ports of sales of these numerous 
“Confessions,” the same answer 
may be made to the foregoing 
queries. 

. These “Confessions,” have no 
doubt attracted attention, but, 
only to be “turned down.” Wri- 
ters who have something to say 
tell their story and then give it a 
name; and all the. ingenuity of 
publishers in attracting attention 
will not entirely fool the reading 
public. In fact, the public is a 
many-headed animal, and each 
head has its own allotment of 
brain. It is a trifle hard to fool 
all of it at the same time, with 
one trick. It may want something 
not as good as what is offered, 
but it will have its way. 

One instance of another way of 
advertising may be given. There 
is a certain grocer in New York 
whose - places of business are 
numbered up beyond the hundred 
mark, -He has succeeded, and 
continues to succeed, by plain, 
straight business methods. He 
attracts attention twice a week by 
advertising in several of the city 
evening dailies, long lists of 
goods, and prices, with a few 
plain pictures of fruit cans and 
preserve jars. Amongst these 
lists are some articles that every- 
body knows the prices of. These 
prices are cut—not in half, but 
reduced a trifle on the days men- 
tioned. There is no monotony. 
Each class of goods has its inn- 
ings. The thrifty housekeeper 
may, on the first three days of the 
week put in a supply of sugar- 
corn, tomatoes, and sealed pack- 
ages of several kinds of biscuits. 
The last. of the week she may 
purchase a stock of lima beans, 
peas, succotash and an assort- 
ment of cheese. And the goods 
are varied from week to week. 

Nobody stands outside these 
grocery windows studying the in- 
genious advertisements. They 
have been read at home the even- 
ing before in the papers of about 
Monday and Thursday. 

The lists are marked in pencil, 
and the hurried salesmen copy the 
erders of the buyers from the 
printed advertisements of the 


house, that the customer has pre- 
pared at her own homie. 

The method of this multitudin- 
ous grocer is not ingenious, and 
yet his advertisements attract at- 
tention, and better still, they sell 
his goods. 

MarcAaret HotMes BATEs. 
——+ > 
A LOVE FEAST TO THE DEAN 
OF THE ADVERTISING 
WORLD. 


PRINTERS’ INK is in receipt of the 
circular letter given below. While 
Mr. Rowell might question the deli- 
cacy of giving it publicity in these 
columns, yet all know he would be 
pained should any old friend who 
wished to participate fail of notifi- 
cation ¢ 


A number of the friends of Mr. Geo. P. 
Rowell have arranged to mark the occasion 
of his retirement from a long, honorable and 
successful business career by tendering him 
a dinner at the Waldorf-Astoria, Tuesday, 
October 31st, at-7 p.m. 

Your co-operation is desired in making this 
event, as far as possible, worthy of the un- 
equaled services rendered by Mr. Rowell to 
the cause of advertising, as well as of the 
high esteem, great respect and affectionate 
regard in which he is held by all who know 

im, 

Price of dinner, $10 including wine, A 
com for as many seats as desired, should 

e made to the treasurer to the committee 
incharge—Mr. Philip A. Conne, Saks & Com- 

any, Herald Square—not later than Friday, 
Detober 27th, and should be accompanied by 
remittance. 

General Stewart L. Woodford will preside, 

COMMIITEE IN CHARGE. 
ArtTemMas WarD Cuarces H. Tayior 

. WALTER THompson F, W. AYER 

ouN LEE MAHIN Frank B. Noyes 





FRANK PRESBREY H. B. Harpinc 
W. W. Hatiock Louis WiLzy 
Puiuie A, Conng M. M. Gittam 


Jures P, Storm H. F Gunnison, 
F, James Gipson, Secretary, 
Care of New York Zimes., 


—— or 
ART TERM. 
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SOME UNIQUE HARDWARE 
ADVERTISING. 


Theoretically there is good 
reason to condemn the newspaper 
ads of J. B. Shannon, the Chest- 
nut street hardware man, who 
does business on them in Phila- 
delphia. They have a humorous 
picture to catch the eye and are 
not especially beautiful as typog- 
raphy. But they bring business, 
and bring it to a quarter of the 
Quaker City that wasn’t supposed 
to have any hardware business at 
all until Mr. Shannon tackled it. 

. Shannon’s hardware emporium— 
for it’s a big store—used to be 
over on Market street, which is 
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form some notion of it was popu- 
larly supposed that Mr. Shannon 
had done. “Commercial suicide!” 
said the weather-wise; “too bad, 
too bad.” And it is said to be ac- 
tually a fact that every business 
man in Philadelphia who has gone 
either from Market to Chestnut, or 
from Chestnut to Market, has 
failed. The distance is only a 
block, but conditions are as black 
and white. 

Stock was all changed round. 
Instead of popular goods and popu- 
lar prices, the shelves were filled 
up with quality goods for a wholly 
new class of trade. Then these 
ads with the funny pictures began 
to run. Ireland writes them, and 


























Philadelphia’s popular shopping they’re not any great shakes to 
thoroughfare. All the department write when you know the principle 
Save ice ony ai Clip the 
gts never better Z| ° 
on ory Pr eet than right now all iz Ki ! 4 
in dt ot air out. ime 2iong the Jersey coast. Any ean do it. 
These, are the only kind ~ iy ae bout ten And the youngster en: 
¢—galvanized lining, SUkwe minutes we can fix joys it. K him cool 
filled with charcoal, Nick: FAY zee oe with rod, reel, Ie! ‘and clean. Gets in 
el-plated fau- 6% 50 ba line, leaders and hooks fi the habit of wetting his 
oe asesccocae Polat Aathat will make the Mhead—and cold water 
enameled linin, p3a fish sorry you came. @ won’t hurt bim. 
ew decorav ns. 3-90 We have ue err ae For 90 ae, ae one a 
or bargains in salt water yell made ir clip: 
grained oak finish; su- ods t hich a pers that cut c! with 
Soorey ore, 2m" S548 ire to call your atten- q Sut pulling the hale. N 
uses Utule bong iba ape A their” — 
fectly and keeps tater cool One we kavé redue- puede 









Mets | 2long while. Easi- 
~ f cleaned ...... $3.25 














| 816 Chestnut . 


Salt Water ‘agar 


Young fellows should 
start +4 shave with a 





y electri id 

wire hoope, inte Nickel Plated. the face sore. the 

Sport, Can has patent bot, special . bargain at thing A ene owe oo 

oe leek Agtomatic Twin Preratcsaadlinh cst rapidly in, hot weather. 

ol - "i - ons 

s and wheel dash wghing ic) le cata i nsable 

insure ‘thorough  freesing logue, free. . Contairis tion trip, Price only 2.0% 

and soft velvety $7 95 leomplete descriptions nit, is wnntel, the fa 

ice cream «....+++- ‘ of everythin ied “| mous ” Pollas 
Write for catalogue. for taking fis! ae will prove most 
Shannon a Shannon 

HARDWARE iH 





— HARDWARE 
[a 816 Chestnut 














stores, except Wanamaker’s, are on 
Market street, and the shop that 
has the goods and the prices on 
Market street is bound to get a 
great deal of trade just for geo- 
graphical reasons—just by being 
where it is. When Mr. Shannon 
suddenly left Market street some 
time ago and moved over not sim- 
ply to Chestnut street, but to lower 
Chestnut street at that, down 
below the Continental Hotel, 
among the banks and newspaper 
offices—Well, if you know your 
Philadelphia pretty thoroughly 
and can call to mind the distinctive 
weather-wise type of a Philadelph- 
ian, who just seems to have noth- 
ing in the world to do but attena 
to other people’s doings, you can 


that dominates them all—which is 
just timeliness and suggestiveness. 
The hardware business turns from 
day to day on the calendar and 
weather. Good weather for ducks 
is good weather for shotguns, 
duckshot, and so forth. Spring 
suggests house trimmings, fall 
suggests heating—but what need to 
tell a hardware man how the cal- 
endar creates a run on this and. 
a slump on that. Just as condi- 
tions are reflected in the store, so 
they are reflected in the Shannon 
ads—what the store’s public is 
asking for and thinking about is 
put up, in print, to a wider public, 
and so the thing naturally grows 
psychologically. Some ads are 
suggestive without being particy- 








18 PRINTERS’ INK. 


larly timely, as that for the hair 
clippers. This useful implement is 
not. only suggested, but a line of 
work is cut out for it in a way 
that will probably be news to the 
average. Daddy. The “Save Ice” 
group, has .a certain coherence 
-usually missing in a miscellaneous 
group of hardware offerings, and 
that coherence makes the ad; Of 
course, there are prices, always, 
and after that the ads are put into 
good. papers where people will. see 
them. It is a simple campaign. 
Anybody can understand it. 

. The man who objects to humor 
ought to be told that the large pro- 
portion of Shannon’s trade is with 
men, that men do most of the 
thinking about hardware, anyway, 
and that Mr. Ireland figured it 
would be safe enough to put in a 
dash of humor for a campaign. that 
is emphatically man’s advertising. 
If it were advertising to appeal to 
women, he’d never have done it— 
not.in a thousand-years. This. pub- 
licity has helped Mr. Shannon: in 
fooling all the commercial prophets 
of Philadelphia. They said he’d 
fail in six months, but he didn’t. 
He has. made a hardware store 
grow where no hardware store 
ever. stood before, is selling a bet- 
ter class of goods to a better class 
of people, probably making a bet- 
ter profit, and doing better in every 


way. 
———_+99—__—_—_ 
ON THE FOLLY OF BEING 
COCK-SURE. 


There seems to.be a tendency among 
the younger members of the advertis- 
ing fraternity, particularly among the 
graduates of advertising schools, to as- 
sume that the effect of an advertise- 
ment can be foretold in. advance. This 
tendency manifests itself in the ad- 
vertising matter put out by. these young 
men in their own behalf—announce- 
ments that proc'aim publicity. .to~ be 
the royal road to success. in business 
andthe young men.themselves. as the 
infallible guides who will direct the 
foot-steps of the» merchant. . aright. 
Confidence in one’s own. ability isa 


valuable. asset, but when. confidence. de-. 


generates into cock-sureness the state- 
ents of the advertising expert are un- 
feasantly suggestive of the quack. The 
ect of: a given advertisement, of 
ries of .,advertisements, cannot be 
fOretold with the same certainty that 
a, physician. can* foretell the _ probable 
effect. of the tredtment ribed © for 
@ patient, and ‘yet’reputable physicians 
afe careful to avoid even the appeaf~ 
ance. -of . cock-sureness.; . To | sensible 
people this conservatism is in itself 
reassuring. “We ate inclined to have 





Sees 


confidence in the man who. does,-not 
promise too much; who-says:*I believe, 
instead of, I know. Only -the ignorant 
are deceived by the flowery promises 
of the quack who guarantees @ cure, 

* 


There is nothing dead sure about 
advertising except that. it costs money. 
When the real advertising expert- has 
mapped out a campaign. with all the 
ski-l acquired by’ many years of experi- 
ence he may feel reasonably certain of 
the result but he hesitates to . assume 
the role of a prophet. The- decisions 
of the advertising man’s court of last 
resort—the public—are. notoriously in- 
consistent. Precedents are ~ of’ litt‘e 
value. The line-of argument that: se- 
tured a decision in one’s: favor. this 
year may prove ineffective a yéar from 
now. his does not mean that éx- 
perience counts for nothing in. adver- 
tising. The services-of the advertising 
expert aré as valuable to a merchant 
or manufacturer as are the services of 
a legal expert-to his client, but neither 
advertising man nor lawyer. can .fore- 
tell what the ultimate result of his 
efforts will be and, if he is honest, he 
will not pretend that he can, . 

* 


The. laws of the drama are fairly well 
defined; certainly more clearly than: are 
the laws. governing advertising. The 
playwright with all the’ tricks- of the 
trade at his fingers ends and with-a 
knowledge of human nature every 
as gréat as the most experienced ad- 
vertising man possesses might, it’ would 
seem, be reasonably. certain of con- 
structing a- play that would please~the 
public, and yet the melaricholy fact 
1s that plays fail quite as-often as théy 
succeed. With the theatrical season 
in New. York scareely well under way 
as yet, three new plays’ have  failéd 
utterly, several are tottering to their 
fall and only two—one of them by a 
hitherto. unknown writer—have -achiev- 
ed more than a fair measure’ of’ success. 
It is worth while noting also that: the 
two most successful. plays were’ rejeet- 
ed by manager after manager, experi- 
enced men all of them, but- fallible: like 
the rest of us.- As with plays, so with 
books, and as with books, so with ad- 
vertising. No amount of experience 
will enable one‘to invariably detect inva 
play; novel or advertisement, that in- 
‘definable something that strikes the 
public faney ahd achieves what is called 
suceess. As the proof of’ the: pudding 
is: in’ the: eating ‘so isthe provt: of: the 
advertisement in the public; and since 
the verdict of the people cannot’ by any 
possibility be foretold’ it would: seeth 
wise not tobe cock-sure: of the result 
until the returns are all in. ; . 


ee es 
HE KNEW THE KIND: 

A’small boy in Boston, :whorhad ure 
fortunately learned - to swear, - was ‘re- 
buked by. his father. -‘‘Who> told: you 
that I swore?” asked the bad -little boy. 
“Oh, a little hird’ told me,” !-said the 
father; ‘The boy: stood: and looked ‘out 
of the winddw scow'ing at some: spar- 
rows. which were scolding: and’ chatter- 
ing: Then she’ had a nappy thought. 
“I kriow who told: you,”he said) “It 
was one of thosésparrows.”—~<Ladies’ 

Home Journal, 2 , 
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WHY ALCOHOL IS USED IN 
PATENT MEDICINES,: 


Mrs,. Martha..M. Allen, super- 
intendent of the Department of 
Non-Alcoholic Medication of the 
National .. Woman’s Christian 
Temperance Union, has been send- 
ing out from Oneida, New York, 
literature designed to discourage 
the use of patent medicines which 
contain alcohol in any quantity. 
To offset Mrs, Allen’s efforts the 
Proprietary Association, whose 
‘members are interésted in the 
manufacture and sale of patent 
Medicines, have issued a leaflet ex- 
plaining why alcohol is used in 
medicines. The . following para- 


ographs are quoted from the leaflet 


in question : 

“There may be. ground for difference 
of opinion as to whether alcohol is or 
is not a desirable stimulant in case ot 

isease, although. the ab.est physicians 
-believe that. it.is.. But in the vast ‘ma- 
jority of cases here alcohol is used, 
that is not the question at all. In 
nearly all liquid medicines aleohol is 
used, not for any possible tonic or me- 
dicinal. effect. of its own, but solely as 
a solvent or as a preservative. any 
widely used .drugs (especialy those 
known as the. gum resins, etc.) are 
ainsoluble in. water, and alcohol is ‘the 
only available.so:vent. In other. words 
alcohol ‘is necessary to extract the me- 
dicinal senciole from the raw drug and 
unless this can be done the drug.is not 
available for medicinal use, ; 

The use of alcohol as a preservative 
is. still .more important. Most -drugs 
are composed of organic substances. and 
even. 2 child knows that such . sub- 
stances -not only deteriorate and. decay, 
but-.are effected .by. changes of. tem- 
perature. If medicines are to be used 
in .winteras well asin. summer .their 
ingredients must «be:.so -arranged :that 
they will not freeze, and if they are 
to be- used in summer they must. be so 
prepared that the constituents will not 
be injured by heat, and at all..timeés 
they.must be preserved from deteriora- 
tion by decay. A rotten drug is just as 
useless'as a rotten apple and. more dan. 

roug.. This is a practical phase, of 
the question which must be taken into 
account by every .pharmacist in the 
preparation. of a medicine; but it is 
nage too .insignificant for Mrs. 
Martha Allen--to think--about. 

These ‘faets would all seem to have 
a@ bearing upon the general question; 
but they seem tobe altogether’ ignored 
in. ‘the’ pamplilets -:which: Mrs. -Allen 
sends ‘out ‘to her confiditig-readers. -As 
the result of either ignorance or pre- 
judice,'she assutes ‘that.alcohol is.used 
in. medicines -for «its, intoxicating or 
stimulating: effects... She -ho'ds up .for 

. remedies . h -contain even 
less than 6.per cent of alcohol and in 
connection -with which no One has ever 
heard the slightest complaint, and. she 





compares them to beer because beer 
also. contains a little less than 5 “per 
cent of alcohol. “In the majestic sweep 
of her argument she never. condescends 
to consider the fact that -beer isa 
drink—that it is consumed in large 
quantities—generally. by the’ glassful, 
sometimes by the quart—whereas most 
medicines are. taken by the teaspoonful 
and very often by the drop. Take, for 
iilustration, almost -any well-known 
household) remedy for . acute stomach 
or . bowel . troubles—colic, cholera, 
cramps, etc, A remedy of this kind 
is almost always put up in small- bot- 
ties; the price is five or ten times the 
cost of an .equal volume of alcohol; 
the dose indicated is very small, and the 
nature of the drugs it contains renders 
its use as a beverage or for alcoholic 
effect utterly inconceivable. In -such 
medicines the alcohol is employed sole- 
ly ‘for the purpose of extracting the 
medicinal principles of the constitttent 
drugs and of holding them ‘in -solu- 
tion so as to make them fit for use 
as a medicine. The alcohol is not there 
for any other purpose, and the taste 
of the medicine is such and the amount 
of the dose is so small as to .make -ri- 
diculons the proposition that the -medi- 
cine is ever used for its intoxicating 
effect, ‘or that in any appreciable way 
it could ever contribute to create a 
taste. for alcohol. Every physician who 
puts up any effective medicine of .2 
like character is obliged to employ 
alcohvl for precisely the same - ‘purpose. 
These, facts are ‘studiously kept from 
view by the promoters of the present 
agitation, while they continue their 
wholesale exaggerated denuncia- 
tion of all proprietary medicines: 
———_+o>—_—__—_——_. 


LEGALIZING A STREET . ADVER- 
TISEMENT IN ENGLAND. 

A city constable recently saw Henry 
Nash, disguised as a black cat, drive an 
open carriage, containing another man, 
also disguised as a black cat, in Ludgate 
Hill. here was-an-open wmbrel!a, on 
which was an advertisement, in the 
catriage, and ‘the -constable Summoned 
Nash to the City Summons Court for 
condutting an advettisement which was 
not approved by the Commissioner of 
Police. © Alderman Moore, in fining 
Nash rs. and costs, told him that if he 
had carried a pennyworth of goods for 
trade’ purposes the advertisenient wotild 
have: ‘been ‘no contravention ‘of the Act. 
—Advertising News, London, 

é Sennennniinen oat 


Some advertisers make ‘space yield a 
large ‘income. Others -can’t make it 
yield “what it ‘cost them to buy it. It’s 
what you “put in it that makes the 

Rhode Island. Advertiser.~ 
oo 


difference. 





The: German Weekly 
of ‘National ‘Circulation 


Lincoln Freie Presse 


LINCOLN, NEB. | 
Circulation 149,281. Rate 35c.. 
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A Roll of Honor 


(THIRD YEAR.) 
amount of money can buy a piace in this list for a paper not having tho 


No 
requisite qualification. 





from publishers who. accord- 





Advertisements under t 
ing to the 195 


are 4 
issue of Rowell’s American Newspaper aomeng have suomitted for 


uly signed and datea. 





that edition of the Directory a 


also from publishers who for some reason “railed to obtain a 
Directory, but have since supplied a detailed cir 
period of twelve months prior to the date of makin the statement, such state- 


covering a 


home rating in the 1905 
as described above. 





ment being available for use in the 1906 issue of the American Newspaper Directory. Cir- 
culation figures in the ROLL or Honor of the last named character are marked with an (>). 


These are generally regarded the aaa who believe that an advertiser has aright 


to know what he pays his hard cash for 





Announcements under this ciassification. if entitled as above. cost 20 cents per 
line (two lines are the smallest advertisement taken) under a YEARLY contract, $20.80 for 


a full year. 10 oes cent discount if paid wholly in advance. 
te showing increase of circulation can be made, provided the publisher 


corrections to 
sends a statement in detai 


l, properly signed and 


Weekly, monthly or quarterly 
dated, covering the additional period, 


in accordance with the rules ‘of the American Newspaper Directory. 





Publications which have sought and obtained the Guarantee Star have the 
privilege of using the star emblem in their advertisements in the Roll of Honor at 
he regular rates of twenty cents aline. The extent and full meaning of the Star 


Guarantee is set fo. 
description of each publication 


ALABAMA. 


Athens, Limestone Democrat. weekly. FE. H 
Walker, pub. Actualaver. Laver. first 5mos. 1905,1, 082. 


eT my ye Ledger. dy. dy. Average for 1904, 
20,176. ipest odvertising medium in Alabama. 


ARIZONA. 
Phoenix. —— eal ae average © fort 1904, 
6,889. Chas. T. Logan Spec: 


ARKANS as. 


Fort Smith, Times, daily. Actual average 
Sor 1904. 8,876. Actual average for Oct 
November and , 1904, 8,646. 

CALIFORNIA. 

Freano. Evening Democrat. Average April, 
6,195. Williams & & Lawrence, N. Ve E Chicago, 

oe View, Signsof the Times. Actuai 

ly average for 1904, 271 27,108. 


psy Herald, daily. dail Averaye for 1904, 
7,588. Now 8.500. E. 0. E. Katz, Spec. Agent, N. ¥. 
San Francleco, Call, d’y a d’y and 8’y. J. D. Spreck- 
Actual daily a Sor year ending June, 
9905, 62,451; Sunday, $8,558, 
San Jose. Morning Mercury and Evening 
Herald ‘Average 1904, 10,573. 
an Jose. Town and Commaey. Journal, mo. 
G. nan Co.. Average 1904, 9.125. 
 -, Joneent Jal July, 1905, 20,000, 
COLORADO. 
Denver, Clay’s Review, voy Perry A. Clay. 
Actual average for 1904, 10.9 oy a 
pene -_ daily. hy pit and Pub- 


verage 4, 44,577. Average 

Vor Aug. 1905, dy. 4 ‘242. Sy. 58,978. 

2 The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 

verts its accuracy. 

CONNECTICUT. sik ball 
or ° 
Naw over B00 p00 daily i. Rats, Spec. Agt., N.Y. 
Post, dail: Average for 1904 
sae” Te eats, Spectal Sgent. New ork. 


rth in Rowell’s American Newspaper Directory in t 
possessing it. 





e catalogue 


Bridgeport. Telegram-Union. De, av. for 1904 
gre E. Katz, Special Agt., New York. 
Meriden, Journal, evening. Actual average 
Sor 1904, 7,649. “ 
Meriden, Morning pecend and Republican. 
daily average for 1904, 7.559 


New Haven, Evening Rerister. omy. Actual 
av. for 1904, 18,6183 3 Sunday, 11,107. 


New Haven, Pal!adium, dy. Arer. 1904, e.68%, 
First 6 mos. 05, over 8,000, 8,000. 2. Kate, ‘Sp. Agt.N. 


New Haven. Union. Av. r. 1904, 16,076. . 


six mos., 05,16,187. %. E. Katz, Spec. Agt., N. ¥. 
New London. Day,ev'g. A ev’g. Aver.’04, et 4 1st 
6 mos. U5, 6,090. E. Kk Katz., Spec. . 2. 


Norwalk, Evening Hour. Daily average yey 
ending Dec., 1904,8.217. Aprilcire. ed 
by Ass’n ‘Am. Adv’rs. all veturne deducted, 2,869. 

Norwich. Bulletin, morning. Arerage for 1203, 
4.988; for 1904, 5.850; now now, 6,488. 

Waterbury. Reoa! yublican. dy. Aver. Sor 4904, 
5.770. La ‘oste & Maxwell Spec. Agents, N. Y. 


DELAWARE. 


Wilmington. Every Evening. A e 1 
anteed circulation for 1904, 11, ie wax 





mos. end. Dec., 1904,10,074, 


DISTRICT OF er 
Washington, Evening 8S 
day. Daily average for 1904. "8b. mot y oo 

FLORIDA. 
Jacksonville. oteoudiie, dy. Av. 1904, 8,760, 
First six mos. ’05,8,880. E. atz, Sp. Ag. N.Y. 
GEORGIA. 

Atlanta. Constitution. D’y av. 904, 88,888; 
W’y 107,925. Aug.’05, d’y golcas, Spee, 102, 
Atlanta. Journal, dy. Av. 1904,48.688, Aug. 

1905, 47,898, Sy. 47.502, ¢.502, Semi-weekl; ly 55.988. 
Atlanta. News. Actual daily average’ 1904, 
24.280. S. C. Beckwith. Sp. Ag., N. ¥.& Chi. 
Atlanta, The Southern Ruralist. Sworn aver. 
age first six months 1906, — copies monthly. 
Augusta, Chronicle, y morning piper, 
1101 crags, daily 60661; oundoy F480. 


Wtinteaton. Morning News. Only mornin; 
paper in State. Three Ms q 
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Nashville. Herald. «rerage for March. April 
and May, 1,875. Richest county in So. Georgia 
ELLINOIS. 

Cairo. Bulletin.. Daiiy and Sunday average 
1904, 1,945, April, 1905, 3,220. 

Oatro. Citizen. Daily Average 1904, 1,196, 
weekly, 1,127. ” E 

Champaign, News. First 3 mos. 1905, no issue 
of daily less than 2,800; weekly, 8,800, 

Chiengo. Bakers’ Helper, monthly ($2.00). 
Bakers’ Helper Co. Arerage Sor 194, 4,100 (Q©). 

Chicago. Farmers’ Voice and National Rural. 
Actual aver., 1904, 25,052. Sept., 1905, 40,000. 

Chicago. Gregg Writer. monthly. Shorthand 
and Typewriting. Actual areraye 1904, 18,750. 

Chieago. Inland l’rinter. Actual average cir- 
culution for 1904, 18.812 (© ©). 

Ohieago, Record-Herald. Arerage 1904, daily 
145.761. Sunday 199.400. Average first four 
mos. 1905, daily 148,928, Sunday 208,501. 
t@ The absolute correctness of the latest 

circulation rating accorded 

the Chicago Record-Herald 

is guaranteed by the pub- 

lishers of Rowell’s American 

Newspaper Directory, who 

will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 

Ch System, monthly. The System Co., 
pub. gneor a offices 1 Madisen Ave., N. Y. Ar., 
Sor year ent., Feb. 1905, 88,750, Issue for Sept 
1905, 60,200. 

nee. Star-Courier. Av. for 1904, daily 
sasocun 1,278. Daily, 1st 4 mos.’05, 8,802. 

Peoria. Evening Journal, daily and Sunday. 
Sworn daily average for 1904, 18,525. 

Peorta. Star, evenings ana Sunday morning. 
Actual average for 1904, d'y 21,528, S’y 9,957. 

INDIANA. 

Evanaville, Courier, daily and 8. CourierCo., 
ub. Act, av. ’03,12.61%. Sworn arerage’vs, 12.- 
84. Smitheé Thompson. Sp. Rep.,N.Y.& Chicago. 

Evaneville. Journal-News,. Ar. for 1904, 14.+ 
030. Sundays over 15.000. EZ. Katz, 8S. 4.,.N.¥ 

Muncie, Star. Aver net sales 1904 (all re- 
turns and uusold copies deducted), 28,781. 

Notre Dame. The Ave Maria, Catholic weekly. 
Actual net average for 1904, 28,815 


Pichmend, Sun-Telegram. Sworn av, 1904, dy. 
761. 








South Rend. Tribune. Sworn daily average, 
1904, 6.589. Sworn aver. for June, 5,7,851. 


INDIAN TERRITORY. 


Ardmore, Ardmoreite, daily and weekly. 
Average for 1904, dy.. 2,063; wy., 8.291. 
IOWA. 


Davenport. Democrat and Leader. Largest 
guar. cityctrcu'n. Sworn aver, Aug., 1906, 7,785. 


Davenport. Times. Daily arer. July, 10,656. 
Circulation in City or total guaranteed greater 
than any other paper or no pay Sor space. 


Des Moines. Capital, daily, Lafayette Young, 

ublisher, Actual average sold 1904, $6,338. 
Present circulation over 89.000, : 

City circulation guaranteed largest in Des 
Moines. rries more department store adver- 
tising than all other papers combined. Carries 
more advertising in six issues a week than any 
competitor in seven. 


Des Moines. Wallace's Farmer, wy. Est. 1879. 
average for 1904, 86.311. 


Keokuk. Gate City, Daily av. 1904, 8,145; 
daily six months, 1905, 8.298. 
Museatine. Journal. Daily av. 190k, 5,240, 
tri-weekly 8,089, daily, March. 1905, 5,452, 
Sioux Oity, Journal, daily. Average for 1904 
21.784. Av. for Aug., 195, 25.27%, 
ts most news and most a ad- 
vertising, Read in 80 per cent of the homes in city. 
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Sioux City. Tribune, Evening. Net sworn 
daily, average 1904, 20.678: Aug., 1905, 244.01. 

The paper of largest circulation and advertis- 
ing Syme 3 Ninety os cent of Sioux City’s 
reading ic reads the Tribune. Only lowa 
paper that has the Guaranteed Star. 


KANSAS. 
Wutehinaon. News. Daily 1904, 2.964. First 
five mos, 05, 8,296. E. Katz, Sp. Agent, N.Y. 


KENTUCKY. 
Warrodsaburg, Democrat. Best wy.; best sec. 
Ky.; best results toadv. Proven av. cir. 8,582. 


Lexington, Leader. Av. ’04, evg. 4.041, Sun. 
5,597, Aug., 05, evg., 4,549. LE. Katz, Spec, Agt. 


Louisville. Times. Daily average year ending 
June 30, 1905,86,025 (sf). Beckwith Agency, Rep. 


Padueah. Journal of Labor, official organ 
International Union Shipwrights, Joiners and 
Caulkers of America and Central Labor Unions, 
Paducah, Ky., and Cairo, Il. 


Padueah, The 8nn, Average for April, 1905, 
8,626, 


LOUISIANA. 
New Orleans, Item. official journal of the 
city. Av. cir. sjirst eight months 1905, 22,095. 


MAINE. 


Auguata. Comfort,mo. W. H. Gannett, pub. 
Actual average Jor 1904, 1.269,641. 


Augusta, Kennebec Journal, dy. and wy. 
Average daily, 1904, 6,844, weekly, 2,486. 


Bangor. Commercial. Average sor 1904, daily 
8,991, weekly 28,837. C 


Dever. Piscataquis Observer, 
average 1904, 1,913. 


Lewiaton. Evening Journal, daily. Aver. for 
1904, 7,524 (© ©), weekly 17,450 (@ @). 


Phillipa.Maine Woods and Woodsman,weekly, 
J. W. Brackett Co. Arerage for 1904, 3,180. 


Portland, Evenin; rp ee Average for 1904, 
daily 12,166. Sunday Telegram, 8,476, 


MARYLAND. 

Baltimore. News, daily. Even- 
ing News Publishing Company. 
A 1904, B5R.784. 

e GUA August, 1905, 58,482. 
AN he absolute correctness of the 
TEED Liteat circulation rating accorded 
2 NEW: 


Actual weeicly 





Newspaper Directory. who will pay one hundred 
dollars to the Jirst person who successfully con- 
troverts its accuracy. 


MASSACHUSETTS. 
Boaton. Evening Transcript (90). Boston’s 
tea table paper. Largest amount of week day adv. 


Boaton. Globe. Aver. to July 1, 1905, daily, 198.« 
07%, Sunday, 808.388, “Larges tion 
Daily of any two cant paper in the United States. 
100,000 more circulation than any other Sunday 
paper in New England.’ idvertisements go in 
morning and afternoon editions for one price. 
2 The absolute correctness of the latest 

circulation rating accorded 

the Boston Globe is guaran- 

teed by the pablishers of 

the American Newspaper 

Directory, who will pay one- 

hundred dollars to the first 
person who successfully controverts its 
accuracy. 

Boston, Post. Average sor 1903, daily, 17%,- 
808; for’ 1904, 211.221. Sunday Post, 
average for 1903, 160,421: for 1904, 177,664. 
Largest daily circulation for 1904 in all New 
England, whether morning or evening, or morn- 


ng 
largest Sunday circulation in New England. 
Daily rate. 20 cents per agate line, flat. run-of- 
paper ; Sunday rate. 18 cents perline. The best 
advertising pr iti m New Engl 
Boaton. Traveler. Kst. 18%. .Actual daily av. 
1902, 73.852. In 1903..%76.666. For 1904, aver- 
age daily circulation, 81.085 jeans > 
Kens. ; Smith & Thompson, N.Y. and Chicago- 
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Fall River. News. ‘n. Daily ar. 04, 
6.05% %). Robt. Tomes, mes, Kep., a ee t.. N.Y. 
ntti seks. ‘Goou 0 Housekeeping, mo. <Aver- 
mos, 1905, 208.420. fo sssue iess 

than 200,000. Ja. advertsements guaranteed. 


Worcester. Evening Post, on: Worcester 
eee Average Jor 1904, 12 12,617. 

reester. {Opinion inion Fublique, daily (© ©). 
Paid average for 1904, 4,782. 


MICHIGAN. 

Grand Rapida. Herald. Average daily issue 
last six months of 1904. .28.661. Only morning 
and only = - its Reld. Grand Rapids 
(pop. 100,000) a: ‘estern estern Michigan (pop. 750,000), 


Jackeon. Press and pd Patriot. -Actual daily av- 
erage for 1904, 6,605. Av. Aug., 1905, 7.208. 


Kalamazoo. Evening Telegraph. First 6 mos. 
1905, dy, 10.128. June. 10.174. 8,-w. 9.683. 


Kalamazoo. Gazette. d’y. Yr. end’g May, ’05. 
10,808: May, 41,087. Largest circ'n by 4.500. 
Saginaw. Courier Herald, daily, 
Average 1904, sat July, 1905, 13.01 


Saginaw. Evening News. daily. aaa ‘or 
1908, 14,816. August. 1905, 17.486, 4 

Sault Ste. Marie. Evening News. daily. <Av- 
erage, 1904,4.212. Only duily in the two Soos. 


MINNESOTA. 
woniizeapelis. farmers’ Tribune. twice a-week. 
Murphy, pub. Aver. Aver. for 1904, 56.814. 


Secures Farm, st Stock and Home, semi- 
ly. Actual average 1904,T9.750. Actuai 
averuge first six a 1905. 86.295. 


absolute accuracy of Farm 
. Stock & Home's circulation rating 
a is —— by t Pa ce 


tcall to et ae 
ou ae on ned to nvenere 
of Minnesot the Da Western 
isconsin aad Nowthern fe Towa. Use 
4t to reach section most profitably. 


Minneapoita. gourwl, daily. Journal Print- 
ing Co. 4rer. for 1903, ST.0B9: 1904, 64.883. 
Heats mee 1905, 67.299: Aug. 1905, 67.264, 
accuracy of the 
-. Journal's Dremiation rati is 


paper. Direci reac a 
greater poe od of the purchasing 
classes and gues into more homes 
than any pt in its yield. It 
7 ‘brings results. 
Minneapolis. Svenska Amerikanske Posten. 
Swan J. Turnblad. pub. 1904,52.0 
inca piper w. J. ak, pub 
867. Oldest Poe daily. 194 
idaciy arerage, 87.92 last quarter. of 
1904 Was F2.222 re siz months of 1905 
was 96.0375 Sun y, 74,448. 
OIROULAT’N The Evening Tribune is guar- 
anteed to have @ larger circula- 
oft than any other Bienep- 
+ ge ved evening ¢ 
rrier-delivery oF 
he ‘dafly Tribune in mneap- 
olis is many thousands greater 
than that oF any other news- 


paper. The city circulution 
by. Am. “Sy ewe. alune exceeds 0.00 daily. The 
ree- Tribune ta the recognized 


"ers. bw a Ad paper of Minne- 


polis. 

ber 24, eos. the Times ceared 
pe elms nd > ae entation _— 
unday war turned over and 
peal Soldated with the eireulation of the 

aMlancnpelte Tribune, 
“Paul. The Farmer. s.-nio. Rate, 35c. per 
: + Ghee dissoumte. Circulation for year ending 

Dec., 1904, 88.487. 


St. Peal. Volkszeitung: ‘Actual arerage 190. 
dy. 12.685, wy. Dn GB? Sonntagsblatt 2.640" 








—_—— 


5 cna MISSISSIPPI. 
outage? 2175. Pop. th og ft 
MISSOURI. 


Clinton. — W’y av. last 6 mos, 1906, 
° 3 Dy. est. Apr.,’04; av. last 6 mos.’04, 800, 





Kanease City, Journal, d'yarid w’y. Average 
for 1904, daily 64,114. weekly 199.890. 
Joplin, Globe, daily Average 904, 12.046. 
Aug. 05'18,%51. E Kate. Special Agent, N. ¥. 
&t. Joneph, News and Press. Circ. /8t 6 mos. 
1905. 35,523. Smith & Thompson, Rep. 
t. Louis, National Druggist. mo. Henry R. 


Phan Editor ana Publisher. Average for +204, 


8,030 (© ©). Eastern office.59 Maiden Lane. 
pone ee 
St. Louis. National Farmer and Stock Grower, 
monthly, Average for 192, 68.588; areragefor 
1903, 406,625: averaye for 1904, 104,750. 
MONTANA. 


Butte. Inter-Mountain. Sworn average daily 
circulation 1904,18,678. Beckwith Sp. Agency. 


NEBRASKA. 
Lineoin, Daily Star, evening 
and Sunday morning. Actual 
Ata daily average for 1904, 15.289. 
te No For March, 1905, 16.862. Only 
Nebraska paper that has the 
Guarantee 8tar. 


Lineo]n, Deursch-Amerikan Farmer, weekly 
Averuge year ending Janxary, 1905, 146,367. 


Lineoin. Freie Pre«s, weekly. yep a 
Sor year ending January, 1905, 149.281. 


Lincoin. Journal and News. Daily average 
1904, 26.3838; February, 1905, average, 28,055. 


Omaha. Commercial. We reach Western busi- 
ness men. Do youwantto! Circu’n 1904, 2,088, 
NEW HAMPSHIRE. 


Nashua, Telegraph, dy.and wy. Dail; 
6 mos. ending Apr. soth, 05, 8.286. Ati, 186. 


NEW JERSEY. 
Camden. Daily Courier. Est. 1876: Net aver. 


circulation for 6 mos. end, June 30, 1906, 3.859,. . 


5s mitsabeth Journal. Av. 71904, 5,522 first 
mos. 1905, 6,818: 3 mos. to Aug. 1, 6, 604. 


anne y City. Evening Journal. sicamnee fur. 
1904, 21: 106. First 6 mos 1905, 22,555. 

Newark. Evening News. Evening News Pub. 
Co. Av, for April, 1905,61,544, 


NEW YORK. 


Albany. Evening Journal. Daily average for. 
paper. 


1904, 18.23 38. Jesthe leading pa; 


a bany. Times-Union. every evening, Est. 1856. 
. Sor v4, 80,487; Jan. Feb..&Mar. ee 38.594. 


ag Evening Herald, da Herald 
Co. Aver.fjor year end, June, 1905, e280 (#) 
Buffalo. Courier, morn. Av. #904, Sui AS fog 


882; daily 50.940; Enquire Enquirer, even., 82. 
Buffalo. Evening News. z News. Daily augnaiie 190, 
8.457; ist six months, 1905, asec: Me 
Catakill. Recorder, weekly. Hall, edi- 

tor. Ar. yr. endg. My. 05, 8, cB, lay, 8.782. 
Corning. Leader. evening. ‘Average, 1904, 

6.288. First quarter 1905,6.428, ‘ 
Cortland, Democrat, fridt fridays. Fst. 1840. Aver. 

1904, 2.296. Only Dem, Dem, paper in county. 

Glens Falla, Morning Star Star. Average'cireiula- 

tion, 1904, daily 2.29: 

Mount Vernon. aw rgus.. Average 1904, 

2.918. Westchester County's leading paper. 
Newburgh. News. daily. Av. for 1904, 4.722, 

3,000 more than all other Newb gh paperacoi 4 


New York City. 

army 1s ee Journat =. 2-51 (0) . comhiy 
arerage for issues. 7 ¥. Ye 
Military paper awarded “Gold Mc ee , 

Baker’s Review ‘monthly. W.K. mp tO 
publishers. Actual crevabe Jor 1904, hana 

Benziger’s magazine, family mow — ind 
see Brothers, Ar 1904, 7.0254 pres- 
ent circulattou, & 50.000. we 

Clipper, eg (Th 
Pub. Gow Lid. aver. for 1904, ag ny 
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El C ish export. 
— Co. Fn 1904, 7,292. 


ic American. « ma Actual a: 
ie ids for were im 1905, royce 


be gem and “Post Pest Gioe 


rok or 
he monthly to advertisers, 


J. Shep- 





Haberd 
1904, 5,000. 
receipts di. 


Hardware Dealers’ Magazit Magazine, morthly. 
rf) 1994, ave issue. 17.500 (© ©). 
D.T. MA . Pub., 243 Broadway. 


Leslie’s Weekly. Actual arer. vear end. Aug. 
1904, G9.0T%. Pres. ar. over 85.000 weekly. 


Music Trade Review. music trade ava art week- 
ly. Average Jor 1904, 3.509. d.509, 


au ime of bd Re be are 

Printers’ Ink, a journal 
for advertisers, published 
every Wednesday. Es- 
tablished 1888, Actual 
weekly average for 1903, 


11,001. Actual weekly 


average for 1904, 14,- 
918. Actual weekly av- 
erage for eleven months|: 
ending June 28, 15,- 


769 copies. _ 


The People’s Home Jourral. 525.166 monthly. 
Good. Literature, 452.888 monthly, average cir- 
culations for iiceali to vance sub- 
seribers. ¥. M. Lupton: i:sher. 

The Wall Street Journal. Dow. Jones & Co., 
pubs. Daily average jirst 6 months, 1906, 12.916. 


The World. Actual aver. for 1904, Morn,. 02, 
885, Evening, 3= 9.785. Sunday, "438.484, 


Rochester, Case and Comment. mo. Law. 
or 1904, 80.000; é vears' average. 30.103, 


Sehenectady, Gazette. daily. A. N. Liecty. 
Actual average for 1903, 11.625. 1904, 12.574, 


*Syracnee. Evenin: Ileraid. daily. Herald Co. 
pub. Aver, 004, daily 35.648. Sunday 39.161. 


Utiea.. National flectrical Contractor, mo. 
Average Sor 1904, 2,625. 


ag A. Meyer, publisher. 


Av. 





Uties. Press. daily. 
Average for 1904, 14,379 


NORTH CAROLINA. 
Charlotte. Coeereee: sane ver, 1908, 6A 48, 
newspaper. daily aver. 1904, 6, A 
Sunday, 3.403, samt weeklu, 4.496. ° 
aaniigs Biblical Recorder Recorder. weekly. Average 
8.872, Average 1904, 9.756. 


NORTH DAKOTA. 


Grand Forks. Herald. Cire. July. "05 ciate: 
mtnatton ,A., June, ’05, 
in North Dakota, LaGoste @ Maxwell, Y Ren 
OHIO. 

_ Mtkron, Beacon Journal. “rt: é@ mos, ending 
July, 1906, 11,198. . N. Yo. 256 Broadway. 

Ashtabula. Amerikan Sanomat, Finnish. 
Avtwalraverage for 1904, aoe e 


Cleveland, Plain Pooh Actual 
yy averaue 4 25.480: = 68.193. 
pF, 1905, 5.329 9 daily; Sunday, 79,142. 


Dayton, Herald, ev: Cire., nn tt 18.280. 
Largest tn Dayiom, pod erenlg os 


average for |. 
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Youngstown, wandieater. D’y av. ’04.12, 020% 
Lacoste « Maxwell. N.Y. & Chicago. 


Zanesville. Times-Recorder. Sworn av. tet € 
mos, 1905.10,427. Guard double n come 
petiter and 50%in excess combined competitors, 


OKLAHOMA. 


Oklahoma City. The Oklahoman. 4204, 
8.104. 4vg.,'05, 11,194, E.Katz, Agente NY; 


OREGON, 


Portland, Evening Telegram, ey. a> Sun.) 

Average ci: circulation during 3 190A, 21,271. 
Portland. Oregon Daily Journal. Asien site 

age for Aug 1905, 28.116. : 


PENNSYLVANIA. 
Cheater. limes, ev’g d'y. Average:904, 7.929% 
N. Y. office, 220 B’way. F R Northrup, Mgr. 


Erie. Times, daily. Arer. for ie 1 aenedd 
Aug., 1905,15,140, EH. Katz. Ag., N. 


Harrisburg. Telegraph. Dy. sworn av., 6 mos, 
end’g June, 12,060; 3 Aug, 18.245. Best i H’b'g. 


Philadelphia. Faria Jour Journal, monthiy, © Wifl-- 
mer Atkmson Company, publisners. Average 
for 1904, 593.880, Printers’ Ink a: mere A: 
seventh Sugar Bow! to Farin Journal wit 
— 10%. 


warded June Bt 902 

Printers’ Tui, The tte, 

hoolmaster’ in tne Art of 

fe « aa Cora to the. Farm 
A 


L = yu <A “a pela extending a 
period o @ year. thot. ra; a1 Ou 

“those published rae Bate ted Atates has yo 

one that dest serves wiped ‘ 

ducator and r the agricultu- 

a he populat on, and as an acend ecanomt- 

medium for coumunicat: ting with, them 

r. rong its advertising columns.” 
Philadelphia, Confectioners’ Journab.. 

Av. 1A, 5,004; av. ist 6 mos. ae — 
Philadelphia, German Da Daily 

circulation 1st 6 mos.,! 905, dail Sune OG: ‘Sunday 

40.155. Sworn statement. ir. books open, . 
Philadelphia. The Press is a Gola Mark(@@)y' 

pape noel al of Honor Newspaper, and a 

istics for any 8 bree x) de- 


The Eve vening 
Telegraph. 
READ EVERYWHERE IN 


PHILADELPHIA, 


AUGUST CIROULATION ~ 
The Sollowing statement shows the actiial cir- 











culation of .THE EVENING TELEGRAPH, fer’each 
day in themonth of August, 1905; 

i 160, ) Pee 

9 18. 

3. anne s¢agentacs 
4. 20, 

é. 21. 

6. 22... 

7; | a 

8. py 

9 % 

I 26 

t 7 

R. 28.. 

. Bh inns sarecrocces “east 








Total for 2 days, 4,323,126 copies, 
NET AVERAGE FOR ‘ner dat 


160,116 copies 


BARCLAY H. on RRURTON, President:> 
PHILADELPHIA, Sept, 6, 1906. . 
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The Philadelphia 
BULLETIN’S 


Circulation. 


e following statement shows the actual Se 

culation of BULLETIN 

month of August, 1905 
630 


for each day in 














or 27 days, 5,509,754 copies. 
NET AVERAGE FOR AUGUST, 


204,065 copies a day 


a BULLETIN’S circulation ficures are net; all 
damaged, unsold, free and returned copies have 


been omi tted. 
Wit1iaM L. McLean, Publisber. 
Ps. Philadelphia 1 nearly everybody reads the 
ulletin.’ 
Philadelphia, Sept. 4, 1905, 1905. 
Pittaburg. Lator World, wy. Ar. 1904, 22.- 
618. Reaches best paid class of workmen inU.8 


tte dae Local News, 
daily. W.H.H 

1904, 180 (3). 
Independent. 


omaty 
and vicinity | for it + heape Devote 
a news, nse 1g a home 


gson. Areraye for 
In — 34th = 
las Chester 


Chester County is second 

sy the “State in agricultural wealth. 

Williamaport. Grit. America’s Greatest 

Weeklu. Av. first 3 mos. 1905 285.75 Smith 

@& Thompson, keps., New Yori and Chicago 

York, Dispatch. daily. Average for 1904, 
8.974. Enters two-thirds of York homes. 


RHODE {SLAND. 

Pawtueket. Evening Times. Average for 
six months ending June 30th, 1905, 16,818, 

Providence. Daily Journal, 17.290 (@O). 
Sunday,20. 486 (OO). Evening Bulletin 87. 886 
averaye 1904. Providence Journal Co.. pubs. 

Weaterly, fun. Geo. H. Utter, pub. Average 
190k, 4.480.” Oudy daily in So. Rhode Island. 


SOUTH CAROLINA. 
Oharieaton, Evening Post. Actual dy. aver 


for jirst 3 months 1905 4,110, Apr. 4,458. 


Columbia, a oy Actual average for 1904, 
daily 8.164 Meret issue; semi-weekly 
2.251, Sunday 17¢ Act, aver. for jirst 
7 months of 1905, “jain S081; Sunleg 10.594, 
«2 The absolute correctness of the latest 

circulation rating accorded 
the Columbia State is guar- 
anteed by the publishers of 
the American Newspaper Di- 
rectory, who will pay one 
hundred dollars to the first 
person who successfully controverts its 


acouracy. 
TENNESSEE. 

Knoxville sournel and Trib 
une. Daily e year ending 
Jan. 31, 1905, is. 060 (2). Weekly 
average 1904, 14,51 

One of only "three papers ¢ 
the South, and only paper 
Tennessee awarded the Fn 

ler in news, - 
tion, p= me and advertising patronage. 








ar pete Crabtree’s Weekly Press. Aveys 
r; natte and May, 88.082, 


fingeviie, Sentinel. Av.’04,.11.482. Led near- 
est cumpetitor 11,000 in advert’ng. ‘04, 6 days ve. % 


Memphis. Commercial Appeal, daily. Sunday, 
week! Average ist 6 mos, oan dai y $8.751. 
weekly, 84,498. Smith & 


Sunday, 55.247. 
Thompson, tives N. + é& tni icago. 


Nashville. Banner, daily. Aver. for year 1903 
IR.T7T2; for 1904, 20.708. Average March, 
April, May, $1,887. 

TEXAS. 

Denton. Record and Chronicle, Daily av- 
190k, 816. Weekly av., 2,775. The daily and 
weekly reach nearly 80 per cent of the tax paying 
families of Denton county. 

El Paso. Herald. Av.’04. 4,211 ; May.’05, ted 
Merchauts’canvase showed Herald in 80%, 0f El Paso 

es. Only med paper eligible to Roll of 
Honer, J.P. Smart. 150 . 150 Nassau St.. N.Y. 


Ry f gngele Standard, ndard, weekly Average for 
VERMONT. 


Barre. Times, daily. F. FE. Langley. Aver. 1904 
8.161; for six mouths, 1905, 8.868. 


Burlington, Daily. News, evening. Actual 
daily average 1904, 6.018 ; last 6 mos., 6,625; 
last 3 mos., 7,024; last month, 7,847 


Burlington. Free Press. Daily av. 03, 5.566, 
‘04,6.682. Largest vity and State circulation. 
Examined by Assoc’n of American Advertisers. 


Rutland. Herald. Arerage 1904, 8 1 Av- 
erage 8 mouths ending June 7, 1905, 4,181 


VIRGINIA. 
Norfolk. Dispatch, 1904, 9,400; 1905, June 
11,542. July, 11, 944. August, 18,071. 
Richmond, News Leader, afternoons. Actual 


daily average 1904, 28.575 (see American News- 
paper piretors) it has no equal in pulling 
power between Washington and Atlanta, 


Riehm ond, Times-Dispatch 
morn ing. 

Actual daily avenaoe year end- 
ing December. 1904,20,.172. High 
priee circulation woith no waste 
or duplication. In ninety per cent 


of Richmond. homes.. The State 
WASHINGTON. 
ozs. Recorder. Daily av. 1904, 2.2893 
weekly, 1,465. Only paper with tele. reports. 


Tacoma. Ledger. Dy. av. 1904, 14.864; Sy., 
18.475: wy., 9. B24. Aver, 6.mos.,ending June 
30, 195, Daily, 15,189. Sunday, 19,771. 

_ Tacoma. News. Daily average 5 months end- 
ing May 3/,16,827%. Suturday issue, 17.495. 


WEST VIRGINIA. 
Parkersburg, Sentinel. fants. R. E.. Hornor, 
pub. Average for 1904, 2.820 


Wheeling. News. Datguatt sire. 911.517 (2k). 
Sunday paid circ., 11,938 (3). For 12 months up 
to April 1, 1905 Guarantees a paid circulation 
equal to any other two Wheeling papers combined, 


WISCONSIN. 


Milwaukee. Evening Wisconsin, d’y. Av.1904, 
26.201; Aug. 195, 26.773 (OO). 


Milwaukee. Journal, daily. Journal Co., pub. 
Yr. end. Aug., 1905, $8,865, Aug., 1905,42,402, 


Average for 
First eight mon months 1905, 7,608. s 


T WISCONSIN 
A 





Oshkosh, Northwestern. daily. 
1904, 7.281. 





Gi FF het 


"Court, W. C. Richardson, Mgr, 
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“In Philadelphia 


nearly everybody reads The Bulletin” 








Printers’ Ink, September 6th, contained a four- 
page account of the advertising of the great 
Kolb’s Bakeries. ‘The one newapaper Kolb’s. 
Bakeries advertise in continuously is— 


The Evening Bulletin 


* 

Printers’ Ink, September 13th, had two pages on 
Evans’s, ‘‘the. most intelligently advertised 
drug-store in the United States.’’ The one news- 
paper Evans’s uses every day in the year is— 


The Evening Bulletin 
*¥ 


Printers’ Ink, September 20th, had two pages on 
the revolutionary installment- house advertising 
of Kahn’s New Kind of Credit Store. The 
only newspaper Kahn uses is— 


The Evening Bulletin 
*¥ 


Concentration is clearly an important part of the 
plan of each of these conspicuously successful advertisers. 
The use of one medium,—and that medium the newspaper 
nearly everybody reads, in Philadelphia. 


It is worthy of note that each of the three propositions referred to is widely differ- 
ent from the others. 





The Evening Bulletin’s circulation 


Net paid daily average for August 


204,005 copies a day 
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; _ WYOMING. ONTARIO, CAN. aI 
a ee eta eR gO 


Toronto. The News. Sworn 
BRITISH COLUMBIA. | cult fon ine 1, 8 inate 
A rate 3c. run of paper. es) 
aaeetae es Province. daily. Prt e i gut a, typ pate ties S. 


955, ReB42. a 
‘iepr., Chicago and New York. ast sett 
eg ee t Tain. fi 
tie ens Colonist, daily. Coloniet P.& P.| sug. 0s 88,808. faa egram, Tey, mg oy Rope. 





ver. for 1903, 8.695 ; for 1904, 4,856 (>). Teréuts: “fine, Ga Daily ~ i 


MANITOBA. CAN. culation for July, ‘1906, at, 840. 
Winnipeg, Free Press, daily and weekly. Av- yen al CAN, | 
a wage jor 1904, daily. 25,698; weeacy, 15,801. Montreai. Herald, dai Actual 
ly. Aug., 1906, 81,177. aver. daily 1904, 28.850; a me is, aes. 
Montreai. La Presse. La Presse Pub. Co., 


NEW. BRUNSWICK, CAN. Lta., publishers. Tage 1 average 190k. Gatly, 


St. John. Star. Actual daily average for 80,259; Av. Mar., 05, 95.826. Sat a 892, 
October, November, December. 1904, 6,091. weotrel: sta, dr vy Bey phy $e Av. 
‘or 703, dy. 5, 1 9 Vi or 1804. 
NOVA SCOTIA, CAN, dy. 56,795, wy. 185.240, 
~,.Sfalifax, Herald (© feat Breiteg Mail.| Sherbrooke. Daily Record. Guaranteed av., 
- Circulation, 1904, 15,638 Flat rai 1904. 4,917; August, 1905, 6,688. 














The Roll of Honor is considered by 
| those publishers who make regular use of 
| it the most effective, cheapest and quickest 

means of setting circulation figures to date 
‘before the American advertisers. The 
- Roll of Honor is a newspaper directory to 
date; it chronicles the facts of last month, 
“last week—of yesterday. : ; 
There is no service like it to be had 
anywhere—based upon and backed by the 
“tules and requirements of Rowell’s Amer- 
ican Newspaper Directory, its - value to 
publisher and. advertiser becomes. of un- 


usual importance. 
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| @0) GOLD MARK PAPERS@®) 





one hundred and twelve are 


yeti 

onmcomente 
fueniont ¢ ost 20-cents per | 
$20.80 for a fall — 10 ber cent 


ents under this classification, from publications having the gol 
ine per. week, two lines (the smallest advertisement accepted) cost 
ount, or $18.72 per year spot, cash. if paid 


A grand total of 23,146 publications listed in the 1905 iggue.of Rowell ’s 2 
gta ic distinguished from all rh wovg x2 Seer a 


wholly: in advance 





* WASHINGTON, ». ©. 
D.C. 


ota hii. 


be tia d woes AND ENGINEER @ 
t ers foreign 





THE EVENING STAR (@©), Washingt 
Reaches 90% of the Washington homes. 


Brg 


STLTUTIV Whi Daily 

4072 (OO Sunday 50,108, Whi TOr 925. 
ae MORNING NEWS @©). Savannah, Ga 

good newspaper in every sense; with a well-to- 

pattem dg many wahts and ample means 

Oniy eae daily wi within one hundred miles. 

» ILLINOIS, 
GRAIN DEALERS JOURNAL (@0), Chicago. 
Largest circulation; best.in point of quality. 
BAKERS’ HELPER (© ©), Chicago, only ‘Gold 
Mark” baking 4 Oldest, largest. best 
. Subscribers in 





known. ery State and Territory. 
TRIBUNE ( ). a r in Chicago Favs 
ceiving this ma 3 k. i. because TRIBUNE ads 
satisfactory its. 
KENTUCKY. 


LOUISVILLE COURIER- JOURNAL (© ©). 
Best paper in city ; read read by t best people. 
MASSAONUSETTS. 
BOOT AND SHOE RECORDER, Boston (© ©), 
greatest trade paper; cir circulation universal. 


BOSTON PILOT (@©), every. qa Rerséa. 
Catholi>, PILOT (GO). ex M. Donahoe, manager. 


portes EVENING 1G TRANSCRIPT (QO), estab- 
ed 1830, The only: gold inark daily in Boston. 


yo ons R L’OPINION PUBLIQUE (© ©) is 
the leading French daily of } of New England. 





TEXTILE WORTD Benn ¢ ae. he Poste, MS 
the “bible” of the textile 
booklet. “‘The Textile Mill Trade.” 
MICHIGAN, 
GRAND R. APIDS FURNITURE RECORD (©©). 


Only. eee’ 


NORTHWESTERN. MILLER 
‘ ae i @ all ovar tie world. The 
aire ine urnal (@O). 
NEW cW YORK. 
oie ct rod ong (@0) is THE advertising 


ae POST EXPRESS (@@). Rochester, N. Y. 
section. 


Best advertising medium in t nm 


ARMY- AND NAVY gr @©@). First in 
ite class in circulation prestige, 

THK IRON AGE (i 3, “Gor catahlahed 1855. The 

recognised authority in its representative | flelds. 


ENG MEBRING. NEWS (@@).—The i 
American authority.— Tribune, Nay on ton. 

BL News ts more transient ads ot ag all 
other cal papers; 14 & So. a word. Try tt. 


VOGUE (99). the. sc cauthorit on fashions. Ten 
cents.a copy; $4a y Ave., New York. 


ie era DrAcene S WAGAZINE. 
1908. average 18sUe, 4 
a “TT. Pub.. 258 Broadway, N. Y. 


K HERATD (©). Whoever m 
wang ans amnerica 'g leading newspapers mentions 


electrical purchasers: laraest largest weekly circulation, 


CENTURY MAGAZINE (@ ( ©). There : ates few 
fia a -, Rete A commen re yao knew more 
the others. ple read the 

INE. 


“aa aba TRIBUNE Oo. daify’‘and Sun- 
day. Established 1841... A. conservative, clean 
and up-to-date. newspaper, whose 8. 

sent er ae purchasing power to.a 
grade advert: 


THE NEW TORE TIMES KS (Q ©). 
“All the news that’s 


fit to print” into over 100, 
homes within 25 miles of Times. Square 
censors advertising ; quantity of quality, 
FORRST rt pom ep weeks. 
ficant facts : phn ten 2. oie 
are of the oA Pe clsen, Ay YORer’ = 8 


advertisers enlarge their ads, The .increa 
space used by long-time clients tells the story. ; 


OM. 

CINCINNATL EN igh © Great—infih- 
ss world-wide trddie Won advertist 
mealum. in p) 

sappiiod sy 4 Beckwith, NY. 


information 

PENNSYLVANIA. 
“THE PHILADELP. PRESS” is a Gold Mark. 
9)! Honor ‘Newspaper, 
tics on any. News 

paper. Circulation, daily. » daily average: 1904, 1 

THE PUBLIC LEDGER (@ eR pan 

Hall and Public Ledger pa Slee: a 


marks; only paper ailowed he thousand of 
Cirentation 
more 


sf iphia. homes 
52,540 rortinomense eet Ms lay. 
pt) and July than same same. period 1908. 


THE PITTSBURG 
® DISPATCH. @o | 


dnt, 


r that j advertiaers 
almaye select first to cover the = pro: 
rg. field . Only, tw 








pane a  s - ~ : 
— table to a to in ers ‘name 
circwation in Greater. Pittsburg. ° 











SOUTH CAROLINA. 
THE =. (90), Columbia, 8. C. Highest 


quality, largest ci culation in South Carolina, 
VIRGINIA. 
ees EOS. @ @ee . 
um in for investors. 
ers. Hi certificate from the aempolacion of 


American Advertisers of ons fide circulation. 
If you are interested, ask to see voluntary let- 
ters from advertisers who have gotten splendid 
from La’ 
WISCONSIN. 
THE MILWAUKEK EVENING WISCONSIN 
(QQ), one of the Golden: Dozen. Ne: lewspapers. 


—— 
CANADA. 


THE IFAX HERALD 
weet ‘A ate Do Q)and the EVES. 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








CALIFORNIA, 
teen clas- 





Ne OAKLAND T! Ten to 
sified columns prove its worth. 
OCULORADO. 
‘(HE Denver Post. Sunday edition, Sept. 24, 
1905, contained 6,090 different classified ads 
a total of 121 8- = 7 The Post is the big 
vant medium of. the Rocky Mountain pogies. 
The rate for Want advertising in the Post is ic. 
per tine each insertion. seven words to the line. 
CONNECTICUT. 
ie EKIDEN, Conn., RECORD covers fleld of 50,000 
pulation ; : working people are skilled 
mecbants, Classified rate, cent a word a day, 
five cents a word a week. “Agents Wanted,” 
etc., half cent a word a day. 


DISTRICT OF COLUMBIA. 
HE — and Sunpay S8Tak, Washington, 
D. C. (© ©), carries DOUBLE the number of 
ANT Ave ¢. any othef paper. Rate lc. a word. 
ILLINOIS.2 

BORIA ([.) JoURNAL reaches over 13.000 of 
the prosperous people of Central Illinois. 

Rate, One cent per word each issue. 
[HE CHICAGO DAILY NEWS is the city’s 
want-ad” directory and one of the great- 
est “want-ad” mediums of the country. It has 
no Sunday issue, but .is fdays. Du every WF 

— epg and _ 





rtising, lished 1. of 628,538 Folia ~ Te 
tisements; of this number, 201,666 were transmit- 
ted to the Damy News office by telephone. 
Eleven telephones are used exclusively for the 
reception of such ads from nearly drug store 
agencies and from thousands of individual cus- 
tomers shrpaanont Chieago and its adjoining 
territory. These advertisements are, for the 





The value os - aan saaaee of the ss Dank 
News to the advertisers is pete hye very 
rapid growth of this kind of adve in the 
paper. During the year 1903 it increased 133 col- 
umns over 1902, notwithstanding an increase in 
advertising rate; in 1904 it increases 314 columns 
over 1903, or an average of a column a day. 
“Nearly everybody who reads the English lan- 
Russe 2 around or about Chicago — the 
x News,” says the Post-ofice Review 
INDIANA. 
‘I’ HE Terre Haute STaR carries more Want ads 
than any other Terre Haute paper. Rate, 
one cent per word. 


HE indtenoneiie News during the year 1904 
printed 125,207 more class = advertise- 


IOWA. 
‘P.HE Des Moines REGISTER AND LEADER; yay 
morning paper; carries more .“want’’ ad- 
vertising than any other lowa newspaper. One 
cent a word. 


T]HE Des Moines CapiTaL guarantees the Jarg- 

est circulation in we of Des Moines of 
any daily newspaper. !t is the want ad medium 
of lowa. Rate, one ‘cont a word. By the month, 
@l perline. Itisp ings a week. 
Saturday the big da; 





MAIN ath 
HE EVENING Express carries more Want ads 
than all other Portland. dailies combined. 





MARYLAND. 
'—.HE Baltimore Nuws carries more Want Ads 
than any other Ba/timore daily. lt is the 
ized Want Ad medium ot Balti 





MASSACHUSETTS. 
» CENTS for 30 words, 5 days. DAILY ENTER- 
PRISE, Brockton, Mass., carries solid page 
Wantads. Circulation exceeds 10,000. 


Ta BOSTON TRAVELER ELER publishes more Want 

ney mag than any other exclusively even- 
ig paper in its field. and every advertisement 
is, paid for at the established rates. 


HE BosTon EVENING TRANSCRIPT is the lead- 
ing educational medium in New England. 

It prints more advertisements of schools and in- 

structors than all other Boston dailies combined. 


@STON GLOBE, daily “daily and Sunday, pret six 
months of 1905, printed a total of 2 
classified ads, and there were ~ trades, deal oi 3 
discounts. This was a gain of 3,959‘ want” ads 
over the same period of 1904, and was 71.145 more 
than any other Does paper carried duriug the 





first six months of 1 


MICHIGAN, 
AGINAW CourrER-HERALD (dai! ys yonty 8 a 
day paper; result getter; circulation in 
cess of 12,500; ic. word; Ke. rd; sc. subsequent. 


MINNESOTA. 


Te Minneapolis JoURNAL carried over 51 

r cent more Want ads during Angus, 

any other Minneapolis daily. No free 

Wants and no objectionable Wants. Circulation, 

, 57,039; 1904. 64.333; 8 months 1905, 67,299; 
August, 1905, 67,264. 


HE MINNEAPOLIS TRIBUNE i the recognized 
Want ad medium of Minpenpoite and has 
been for many years. It is the oldest Minne- 
apolis daily and has_ 100,000  premnyent 
which is 30,000 odd each day over and above any 
other Minneapolis daily. its evening edition 
alone has a la’ in by 
many thousands, than any other “evening paper. 
It hes over 








ments than ail other dailies of rc 


ivertise- 





eombined, printing a total of 273,730 separat 
paid Want ads during that time. 
He Star I e. composed of Indianapolis 
STAR. Muncie x and Terre —— STAR; 
general offices. Ini apolis. Rate in each, one 
cent ani word; sania rate, two cents per 
wo! 
HE Indianapolis Stak is the Want ad medium 
of Indianapolis. It printed during the 
year. of 1904 591.313 lines of Want ads. rin; 
the month of December the Star printed 17. 
lines of classified financial advertising. This is 
4.275 lines more than a by any other In- 
Ganapolte newspaper for the same period. The 
News in December, 1904. printed 13.060 lines; the 
Bentinel 4,516 lines. and the Sun 2.630 lines. The 
ey ae is SPAR accepts no classified ‘advertig- 
ing free. The rate is one cent per word. 
HE Marion LEADER is recognized as the best 
result getter for want ads, 
HE Muncie Star is the recognized Want ad 
medium of Muncie. It prints four times as 
much classified ee daily as all other 
Muncie dailies combined. 








ments every ears at full Seed (average of two 
pages a day), - free ads; price covers both 
i . No other Min- 
neapolis daily ourtien anywhere near the num- 
ber of a — advertisements or the 
amount in volum 
On Se seamabes er “24, 1905. the Times eensed 
ubiieetion. and the entire subscription list 
r daily and Sunday was turned ever and 
consolidated' with the circulation ef the 
Minneapolis Tribane. 
¢ [ae 8ST. PAUL DISPATCH IS ALL YOU NEED 
in St. Paul for Want Ads. It carries more 
advertising than all other St. Paul mediums 
combined. The sworn average daily circulation 
of the St. Paul Dispatcn for August, 1905, was 
61.932. It is the only newspaper of its circula- 
tion in St. Paul or Minneapolis that charges full 
rates for al! classifications of want ads. The Au- 
gust want advertising shows an average daily 
increase of 798 lines over same month in 1904. 
Seven telephone trunk lines assist in receiving 
this classified business. 











St 
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MISSOURI. 
Ts Joplin Giope carries more Want ads 
\ than all other vanece in Southwest Missouri 
combined, because i 5 ow results. Une centa 
word, Minimum, 1 


MONTANA, 
HE Anaconda STANDARD is Montana’s great 
“Want Ad” medium; ic.a word. Average 
circulation (1904), 11,359 ; 359; Sunday, 13,756. 


NEBRASKA. 
INCOLN JOURNAL AND NEWS. combined cir- 
culation over 27,000. Cent a word. 


7 E Lincoln DamLy a, % the best “Want Ad” 
medium at Nebraska’s jitul, Guaranteed 
circulation exceeds 16,000 dai y- 
per word. Sunday Want ads receive extra in- 
seition in Saturaay afternoon edition if copy is 
received in time, DAILY STAR. Lincoln, Neb. 
NEW JERSEY. 
LIZABETH Datty JourNaL—Leading Hom 
paper ; 10to 24 pages. Only “Want” Med. 
ium. Cent-a-word. Largest circulation. 
Nv. N. J., Frem ZerTune (Daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 
mans. One cent per word ; 8 cents per month, 


i , YORE. 
lee EAGLE has no rivals in Brookiyn’s 
classified business. 


gr thee yng is the best afternoon Want 





LBANY EVENING JOURNAL, Fastern N. Y.’s 
best paper for Wants and classified ads. 


AILY ARGUS, Mount Vernon. N. Y. Great- 
est Want ad in W County. 


LEAN HERALD is the best want ad (classi- 

fied) medium in western New York outside 

of alo. Fifty cents a week for four lines or 
under. 


UFFALO NEWS with over 95,000 circulation, 
is the only Want Medium in Buffalo ana the 
strongest Want Medium in the State, outside of 
New York City. 
HE Times-Union, of Alban of Albany, New York. Bet- 
ter medium for wants and other gene | 
matter than any other paper in Alban 
SS a ciredlation qreater than al wie 
y papers in that city. 
pauses = INK <abaanea weekly. Therec- 
ognized and feading V Wantad medium for 
want ad mediums, mail order articles, aavertis- 
ing novelties, printing. written circulars, 
rubber stamps, office devices. adwriting, half. 
tone making, and practivally anything whicn 
interests and _ ap; is to advertisers and busi- 
ness men. Classified advertisements. 20 cents 
a line per ‘issue flat : six words toa line, Sample 
copies, ten cents. 





OLO, 

[* Zanesville the TrmES-RECORDER prints twice 
asmany Want Ads as all the other papers. 
OUNGSTOWN VinpicaToR—Leading “Want” 

medium, lc. per word. word. Largest circulation 
f(.HE MANSFIKLD NEWS News publishes daily moze 

Want ads than any otber 20.000 population 
newspaper; 20 words or less 3 consecutive times 
or less, 26c.; one cent per each additional word. 


OKLAHOMA, 


, OKLAHOMAN, Okla. City, 15,140. Publishes 
more Wants than any four Okla.competitors, 


PENNSYLVANIA. 
‘(HE Chester, Pa., Times carries from two to 
five times more classified ads than any 
other paper. 


WHY DON’T YOU PUT JT IN 
THE PHILADELPHIA BULLETIN! 
Want Ads. in THe BULLETIN_ bring 
prompt returns, because “in Phila- 

delphia near! i my af 


THe BULLETIN 
Net paid daily aera. circulation for 


po 
204,065 copies per day. 
(See Roll of Honor column.) 
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FOR RESULTS IN 


PHILADELPHIA USE 
The GERMAN DAILY 


GAZETTE. Goes into the 
homes of a prosperous people 
49,083 times daily. 

350,000 Germans in Phila- 
delphia. 





1ILKES-BARRE LEADER covers the afternoon 
field of the — anthracite coal sec- 
tion and is the best Want medium in N. E, Penna, 





SOUTH CAROLINA. 
Ye Columbia STATE (QO) carries more Want 
than any others. C. newspaper. 


VERMONT. 
‘THE Burlington Datty News is the popular 
paper and the Want medium of the city. 
Reaches twice as many people as any other and 
carries more Want ads. abeoluvely necessary to 
any aavertiser in Burlington territory. 


VIRGINIA... 
rT. HE News Prosar ag = ublished ed afternoon 
ichmond, Va. Largest 


except Si 
circulation by) — odie (28,575 aver. 1 year) and 
the recogni want advertisement medium in 
Virginia. Classified advts., one cent a word per 
insertion, in advance; no advertisement 
counted as less than 25 words; no display. 


OANADA. 


Ts Halifax HERALD (©) and the Matr—Nova 
tia’s recognized Want ad mediums. 


1 Az PRESSE, Montreal. Largest daily Ag 4 
95.825, pF 113,892—sworn to.) Carries more 
wantaasthan any French newspaper in the world 


PRE DAILY TELEGRAPH, St. John, N. B., is the 

want ad medium of the maritime provinces. 
Largest circulation and most up-to-date paper of 
Eastern Canada, Want ads oue cent a word. 
Minimum cnarge 25 cents. 


r T= Montreal DaILy STAR carries more Want 

advertisements than ail other Montreal 
dailies combinea. The FamMILy HERALD AND 
WEEKLY STAR carries more \\ ant my pce ca 
than any oiher weekly paper paper in Can 


st ant” adver Free PREss oseuine more 
eo mvneate than a 
daily paper a and more ad 
of this ps ng bay are apansined inal) the other 
papers published in the ian ol 


combined. Moreover, the FREE PRESS ca: 
ries a larger volume of ee ee advertising 
than any other daily paper i paper in the Domini: 


BRITISH COLUMBIA, 
VICTORIA COLONIST. . Oldest established 
pepe ay Covers entire Province. Great- 

t Wan on the Canadian Pacific 





———_+ 
ADVERTISING THE CLASSI. 
FIED 


(A third selection of advertise- 
ments of the New York World’s 
classified columns, from. the scrap 
books of Rex R. Case, who writes 
all such advertising appearing in 
that newspaper). 

ON THE WAY— 
Swooping down upon you 
With a mighty roar, 


A-whacking and a-banging, 
There will go from door to door 
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Two thousand rich employers 
Offering you work; 
Will you — them through World 
want a 
Or will A. ee shirk? 
DO YOU? 
Do you dote on scorching sunshine 
Instead of country air? 
Do you ever think of bathing 
As you climb the subway stair?. 
Do. you revél in the choking dust, 
And hate the flowers’ perfume? 
Da you think you’d leave a country 


nice 

For the Elevated’s tune? 

If riot, why don’t yo read where you 
hie yourself away, 
And thus .pro-ong your life and health 

To,go again some day? 

:Seven -hindred Summer Resorts. and 
near-by vacation places described in 
to-morrow’s World want directory. 

Stocks fall! 
Banks fail! 
_Herses. lose! 
> Fire: destroys! 
Dissipation "ills! 
but Real Estate goes on increasing in 
value: as a safe and sure investment 
medium—ask World want ads. 
Heat 
Dust 
Smoke 
Noise: 
-Glare 
Sickness 
Restlessness 
Dissipation 

Avoid all by taking a vacation—1999 
Summer: Resorts described last week 
through the morning World want ads. 

ARE YOU LONELY? 

Pet Dogs 

Birds 

Cats 

Rabbits 

White mice 

Squirrels 

Go dfish 

Guineas, etc., 
can be secured at little cost from any 
of the animal dealers whose announce- 
ments appear daily in the “‘Dogs and 
Birds” columns of the morning World, 

BEAR THIS IN MIND. 

In all great cities -you will. meet 
witha class-of men who aim to earn 
a dishonest living by the sweat of some 
other man’s brow. A most. effective 
system of want. ad editing has for a 
lohg: time been a prominent feature of 
a World’s classified advertising de- 

ment...-'Hence the reliabjity of 
World ‘want ads. 


THE COUNTER GIRL 


Who is ne Mii all the day 
Than t ittle miss who draws good 


For itpering men and women the way 
. To spend their. money? 
Fifty sales'adies wanted by adver- 
tisers. last week in the morning World. 


WOULDN’T IT. MAKE YOU 
THINK? 


If: you had tr. the streets all day 
looking for a Furnished Room— 
And ‘had talled at scores of places, but 


none that seemed to answer your rite 


quirements— 

Daviess was. falling as you miét “a 
friend who directcd “you ‘#6 *'a'\ fitit 
room with~ gas, bath and ‘aH home 
comforts— 

You could scarcely <¢ontaiti yotrsels 
with detights and eagerly’ ‘rang the 

bell to closé a deal’ for the Furnished 
Room in question - 

When’ the iandiady said “I ::promptly 
rented this room through ‘ e World 
want ad—you’re’ too” lat 


WOULDN’T.IT RAKE ‘YoU 
THINK? 


Absent-mindednesss is expensive 
as well a ean anneying habit. Every 
time you. buy. a piang, hilliard table, 
desk, mn safe, typewriter,..to say 
nothing of .such . impo things . as, 
Real Estate or a Business. nierest,. you 


may depend upon it that you will. be; 


money out if you do not, think. to, pick 
out a bargain Sem the hundreds of 
sacrifice offers to. be made through  t0- 
morrow’s World want directory. 

I had a little pony, 

His name was. le Gray. 

I lent him to: a lady 

To ride..a mile away; 

While leaving: him sone awhile 

He wandered off the t 

But a “Lost and Found” ad in. the 

World 
Right ‘quickly brought him back. 


Dickery, ditkery, dare, 
A man flew up_in the. air, 
But_he. landed down 
In World want. town— - 
A World “Help Want” brought him 
there, 


10,804 workers marched ‘into the 


homes, stores, offices and factories of 


employers last week through: the gate-. 


way of morning; World want ads, 


Three wise mén of Gotham 

Went to sea in a bowl— 

If a World want had not found ” 

A, great wave might have. anvirned 
em. 


Twinkle, twinkle; little star, 

How I wonder what you are, 

Like a World want ad = shine, 
Guiding people all thé } 


ASK TOURELE 
If you saw a ae gold-piece 


Ba ng ° it. up? 
Pe ye think a cnet 
Worth as much as a ‘bull a 


If out of work and very needy 
Would you'turn a position down? ’ 
Ask yourse'f if you are living 
In the right section of the town. 
Are your meals at-restaurants costing 
More than you can well afford? - 
Don’t you think that . —— ay you 
To arrange for sept ar : 
Are you tired of orders 
From another.’ -Woul a 
Fug business for yourself in 
a_batgain should be met? — 
Hate you money in the savings 
Bank that ove but three per cohiky 
=e it ‘might, ‘dear an nA doubling 
ae. if it were wisely spent 63 
estate ig always ie 
a its value, records ei 
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Don’t you think if well invested 
That..your_ bank account would grow? 
Ask- yourself, kind sir, these questions, 
ind if you at length decide 
You can better your condition, 
Know..then .where there is a. guide 
That will.point.out all the. p!aces 
From. which gains. and profits. flow— 
Read the Sunday Wortd directory 
eople’s -wants ,and then you'll 


now - 
Just where yOu can find the peop‘e 
Who. are anxious to invest, 
Sell and’ rent and ‘hire and barter— 
Surely you can do-the rest. 


~.; CHANCES. 


Business’ snaps, business snaps, 
Ail about the’ town, 

Would you like to buy one 
For a few dollars down? 

Look them up, ‘look them up! 
To-morrow ‘is ‘the ~~. 

The Sunday -World’s directory 
Of wants is the best way. 


BILL JONES, 


For twenty years. Bill Jones had worked 
For this form and for that; 
But had to borrow at the end 
The price of-a new hat. : 
This woke Bill up; he‘ tore® his hair 
(Some ‘say Bill -even’ swore) 
But he struck a deal through a World 
want ad : 
And now owns a grocery store; 


A little pet dorg named Tad 
Wandered off with a strange young lad; 
But quickty the master 
Averted disaster 
Through a Sunday World “Lost. and 
ound” ‘ad. ° 7 
‘Arms that ‘are strong arid willing, 
Brains that-are quick to’ act, 
Are needed by many employers— 
You should heed this important fact. 
Hundreds. of. salaries are waiting 
For..men, women, girls arid boys, 
Consult” the Sunday World ~want 
directory 
To-day for: the man who- employs. : 
HIS OWN “BEFORE -AND AFTER.” 


An amusing. story is told by_the 


. writer. of-some “Recollections of Roy-: 


alty,” of an interview. between the late 
Duchess of Teck, who, as many readers 
are doubtless aware, was .somewhat in- 
clined -towards.. embonpoint, .and Mr. 
William Banting; -who é himself 
famous thirty years ago by recommend- 
ing .a, course of diet for the réduction 
of corpulency, which has been named 
from him, “Banting.” The. . Duchess, 
who naturally expected ‘to.see.a thin 
man, was. surprised. at Banting’s 
ample proportions, “Your. system. .does 
not appear to.have made you very. thin, 
Mr. anting;” she suggested, with a 
smile. “If--you will allow. me, madam, 
I will wndeceive you,”. Mr. Banting 
said, taking..off his . overcoat, within 
which .wereseen_the slender proportions 
of the real -Banting. .““This, madam; -is 
what I am asthe result of my.system, 
This (putting-on.his overcoat) is what 
I was.”—Advertising News, London, 


THE ADVERTISING OF A THEAT- 
RICAL COMPANY ON 
THE ROAD. 


Five to ten per cent of the prospec- 
tive gross receipts is a liberal a.low- 
ance’ for ‘xtra ‘advertising. “ Thus if a 
expects to do a thousand’ dollar 

usiness fifty to’ a hundred dollars 
must be given the newspapers ‘in’ addi- 
tion to their regular stipend “from - the 
theater, and this extra burden is borne 
by house and company on the same 
basis as their sharing of the receipts. 

After the interview with the local 
manager the agent meets the billposters. 
I found these a rough but good-humored 
gentry, easily coaxed but never to: be 
driven. The billposter, like ‘a gnome, 
inhabits the darkest and most cavernous 
recesses of the theater. In an obscure 
corner of his cellar lies: your paper, 2 
heavy bundle, expressed’: or « freighted 
from New York or Chicago and bear- 
ing your name and address. You open 
it and lay out the gorgeous sheets 
upon the table in exactly the order. you 
wish the man to put :them /on. the 
“stands.” You instruct’ him © further 
about the window display, for which 
small lithographs or quarter sheets are 
used; and, above all, you try to. make 
friends, for the advertising agent can 
work you good or iil as he pleases. 
Paper is a heavy item of expense, any- 
where from one hundred and: fifty to 
five hundred dollars a week being spent 
by a traveling company on this account 
alone, é 

The methods of newspaper publicity 
vary from town to town. Inthe small- 
est places the work consists. in insert- 
ing the advertisements and placing the 
conventional reading matter in fairly 
mathematical proportion to ‘the amount 
of money paid. Editors ‘are not 
anxious for original matter, nor would 
most country editors know the differ- 
ence between articles prepared in New 
York beforehand and matter written 
especially for the occasion.—A Theat- 
rical. Press Agent, in the Independent, 
RENAISSANCE OF THE. CIGAR 

STORE. INDIAN. 


Nearly everywhere ‘else on the con- 
tinent tobacco: dealers have -quit -using 
wooden’ figures -for sidewalk . advertise- 
ments, but .New York cigar:stores -dis~ 
play: them as ‘redgiously: as they--did 
twenty: years ago. There-are probably: 
more Indian chiefs -and sailors and 
Mister Puriches and square-fawed: ladies 
in hand carved bustles :on~ the. side: 
walks of -this town than in -all the 
other cities in America ‘ro.led together. 

What is more, the business is having 
a boom. Until lately all of the timber 
statuettes showed age, but somebody 
has gone to work turning them out with 
the: modern improvements. ~On ‘West 
Forty-second street is a new, wooden 
policeman wearing ‘the--correct ‘outfit’ of 
a sergeant of the mounted sqitad, €ven 
to yellow service ‘stcipes. on his sleeves, 
A. Harlem ..pavement .1s. the pedestal for 
a bright .and « .shining “Filipino.” chief 
smoking. .@ :big. cheroot.—New Yoerk 

un. teas sii ea ialas 
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A Special Issuelo 


A Total Edition of dive 
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NOVEMBER 1, 1905. PRESS I 


nem 








OR the primary purpose of obtaining new sub- 
F scribers a copy of Printers’ Ink for November 1— 
press day as above stated—will be mailed to 21,000 
names, making a total edition for November 1 of over 
36,000 copies. 

The extra copies are sent to as many names, marked 
personal. Every copy so marked goes to a bank, banker, 
trust company, or financial institution interested in ad- 
vertising. 

Every party addressed needs Printers’ Ink and its 
helpful weekly suggestions and information, and many 
of them will be convinced of this fact by the time the 
Little Schoolmaster will let up on them. 








* * * es 


If you are the publisher of a newspaper or magazine of 
character, one that has a story and facts worth presenting 
to an advertiser, you can find no better, no more effective 
and economical medium than Printers’ Ink, and particularly 
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CHAS. J. ZINGG, J 
10 Spruce Street (up-stars), | 
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ES$ DAY, OCTOBER 25, 1905. 

















no more advantageous single issue than the special edition 
above set forth. 

The same argument is true for anyone else who makes 
or deals in anything which large and small advertisers vse, 
or ought to use, in the conduct of their business. 





Although the November 1 edition goes to 21,000 extra 
and especially valuable names, the usual rates only will be 
charged, as stated below. 


FORMS CLOSE OCTOBER 25, 1905 


ADVERTISING RATES. 


20 cents a line, $3 one inch, $10 quarter page, $20 half page, $40 for 
whole page. For advertisements in specified positions, if granted, 
double price wlll be charged. A discount of 5 per cent may be 
deducted if check is sent with order and copy. 























« PYBLISHING COMPANY, 


ZINGG, Manager, 
‘up-stars), New York City. 
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4& JOURNAL FOR ADVERTISERS. 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Pubiisners. t 


@ issued every We Subse: 

aap 4 ription 

price. €wo dollars a year. one doHar for six 
months. Si ateante. On receipe of five dollars 
four paid subscriptions, sent in at one time. will 
be put dewn for one year each and a larger num- 
ber at the same rate. Five on acopy. Three 
Srpe plates 1¢ is lage peodble 60 oupely becc 
les it is e to su ck 

mumbers, if Wanted in of 500 or more re. but in 
‘all su in 'caeen the caatge will be five dolinrs a 
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Advertisements 
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On time contracts the 


piememnarcener o 
awe fines smaliest advertisement taken. Six 
Tivergunine a as reading matter is in- 
bay advertisements must be handed -in one 


Advertisers to the amount of $10 are entitled 
* to a free subscription for one year, if demanded 
—e—rrrrwrn™ 


Cuares J. ZINGG, 
Editor and Manager. 
OFFICES: NO. 10 SPRUCE ST. 
“London Agent, F.W. Sears.50-52 Ludgate Hill,EC 


~NEW. YORK, OCT. 4, 1 


PRINTERS’ INK is raten 
-an’ independent journal, con- 
-nected in no way whatever with 
any advertising agency, seiling 
its. advertising space only for 
cash, and standing entirely upon 
its merits as a hews medium 
for advertisers and ‘an educative 
force in. the advertising field. 

















- THE Cleveland News, -has_ se- 
-eured Charles Sumner Jacobs, 
“formerly. with the Montreal Star, 
-as advertising manager. 





A BOOK FOR P. PLUMBERS. 


“Book- keeping _for for. the Plumb- 
ser” is. a handsome. volume pub- 
lished . by the Standard Sanitary 
Mfg. .Co., of Pittsburg, a re- 
print of articles from its well- 
-known: periodical, Modern Sanita- 
tion. In eight chapters George 

. Ryan, secretary and account- 
_ vant.of that company, has cover- 
ed all details in a. simple way, and 
the. volume is .valuable either to 


the-large plumbing -house or to the _H. 


journeyman just starting - business 
on his own account, 


Tue Frank Presbréey Company, 
3 West 2oth street, New York, 
has secured the advertising’éf the 
Whiting Manufacturing Compeny, 
prominent silversmiths, who wil 
occupy the building at Wondeay 
and roth street, recently vacated 
by the Gorham Manufacturing Co. 


A SUCCESSFUL SOUTHERN 
MONTHLY. - 








A circular from the American 
Homé Journal, of Dallas, Texas, 
celebrates the third birthday. of 
that monthly and gives . details 


epented of how it has been built, up. since 


its establishment, by Fred ‘E. 
Johnston, treasurer and géneral 
manager of the American Home 
Journal Company. This. publica- 
tion succeeded, Mr. Johnston says, 
because. it is the only non-sec- 
tarian, non-sectional, non-parti- 
san, non-political magazine in the 
South—and also because .it was 
pushed. - It is .a-magazine-of liter- 
ary quality, adapted. to the home, 
and: in three years -has.-reached .2 
claimed circulation of 50,000-cop- 


— ies monthly. . The publisher feels 


reasonably sure that this: will. be 
doubled by the beginning of 1006, 
and the publication is now getting 
a large share of foreign business. 


CHICAGO AGENCY TO GO 
OUT OF BUSINESS. - 


The. Morgan Advertising eni- 
cy, Stock Exchange . Building, 
Chicago, has announced its inten- 
tion to suspend business because 
it is being conduoted at a Joss, and 
proposed to creditors. that - they 
accept. sixty. per cent of. their 
claims in settlement. ‘The ageticy 
was established in 1902, and has 
been counted among: the . minor 





concerns. of Chicago, so that no - 


very great financial disturbance 
attends its suspension.. Among its 
accounts -were Crofts & Reed, 
Chicago; Racine Boat. Co., Mus- 
kegon,.. Mich. ; Elkhart Carriage & 
Harness Mig Co., Elkhart, Ind.; 
and. Bishop Furniture Mfg. Co., 
Grand Rapids, Mich. It. is said 
that .the Long-Critchfield Corpo- 
ration, Chicago, gets.the last. two. 
H. Morgan, proprietor. of the 
suspended agency, -has accepted. a 
position with Lord & Thomas. ~ 
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»,LHE Frank Presbrey Company, 

3. West. goth, st, New York, is 
putting out a line of adusruane 
for the Mason, and Hamlin 
Pianos. in* a. few of the leading 
magazines.. This agency is also 
sending out large orders to daily 
papers. throughout the Middle 
States, the. West and the South 
for the Crossett Shoe advertising; 
also for the Abbott Shoe. 


A-LIFE INSURANCE CON- 
. : TEST. 


The Reserve Loan Life Insur- 
ance Company, of - Indianapolis, 
‘has as its motto the phrase, “We 
pay our agents to represent tis and 
not to, talk against other com- 
panies.”* Prizes aggregating $250 
are to be paid for the most practi- 
‘cal articles’ on this motto, both 
children and -adults being eli- 
gible to compete. There is no limit 
as to number of words. ‘ Articles 
may be addressed to W. K. Bellis, 
secretary of the company, Indian- 
apolis, and every contestant will re- 
ceive a ‘souvenir from the com- 
pany. ‘The competition closes No- 
vember 1, and has been made the 
basis of wide newspaper advertis- 
ing inthe company’s home. terri- 
tory. 


ADVERTISEMENT. -- writers may 
profit by the following bit of ad- 
vice which: is quoted from a man- 
ual sent out to its salesmen by a 
large jobbing house: No great 
thing was ever accomplished, no 
great cause ever won, without 
deep conviction. First of all, 
then, you must thoroughly under- 
stand and appreciate the uses and 
the value of the product you are 
to sell. You must be convinced 
at the outset of the superior merit 
of our goods over.any and all ar- 
ticles ‘that are sold to-day: You 
mist realize that the product is 
wotth more than -its* cost. You 
must feel that-you are really .an 
attbassador of truth, education 
and. enlightenment. You must be 
itispired with the conviction’ that 
you fave the most valuable thing 
that was ever presented to the 

people. You cannot _ otherwise 
Ga to inspire others. .or ‘cause 
‘them to’ believe it. Without fire 
you cannot kindle fire. 


Tue Smith & -Wesson Com- 
pany, for whom: the -Frank Pres- 
brey Company’ handled’‘one of the 
most. notable. advertising, cam- 
paigns a few years ago, is just 


starting in to use the leading gub- 


lications again, barge is 
being handled. by Mr. ee 
Porter: of the -Frank: Presbrey Cb 


DOES NOT BELIEVE IN EX- 
CLUSION OF ANY AD-: 
VERTISENG. 


Newspapers. are, having a an 
deal. of condemnation -flung*‘a 
them just now because : they: sell 
their advertising columns ‘fe -mén 
and ‘firms whose “business is, ‘to 
play upon the credulous:and«rob 
them .of..their money, but. is, such 
condemnation ..just?. . The. news- 
paper is not the public’s guardian. 
It is its province to print the 
current news and “give informa- 
tion upon all questions. and sub- 
jects of public interest, but it is 
the business of the public to. wield 
the knife of discrimination. and 
judgment. “Fraud.” “fake”. and 
similar advertisements ~are—-as 
much news ard information’ as 
anything else. Ifthe crédulots 
are inveigled into “investing,” the 
fault is not chargeable 0" the 
newspaper fior to the advertiser. 


‘The advertiser of “curé’ all” and 


the like expects that sensible peo- 
ple will understand and pass him 
by, but he knows there are enduigh 
gullible people to swallow his 
bait. He lives to gull’ and his 
victims live to he gulled. Te be he 
is exposed the newspaper 

print the ‘exposure, and» at = 
same time it wiltsel! him as much 
more space as he cam pay for. 
That is legitimate newspaper 
business: If the fraud or: fake is 
criminal, it is the business: of the 
law to take action, and the news- 
papers wilf sustain “the © law 
officers. But it is not the ‘busi- 
ness of the newspaper to’ follow 
people about and cry out “doh’t;” 
even if the editor of an’ Eastern 
weekly “has sharpened his pencif” 
to crush “crimmatl newspaper wal 
liances with fraud. and poison-”+- 
Thomas B.' Wilson, in San Fran- 
cisco News Letter. 
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A NEW organization known as 
the Chicago Advertising Associa- 
tion has been formed with thirty 


charter members. Charles H. 
Jones is president, J. Ellsworth 
Gross vice-president, and F, P. 


Walton secretary-treasurer, 


CHANGES AMONG THE 
SPECIALS. 


Robert MacQuoid, long on the 
promotion staff of the S. C. Beck- 


with Special Agency, New 
York, has joined forces with 
Smith & Thompson. Charles 


T. Logan, the well-known New 
York special, has rejoined the 
Beckwith forces, adding a number 
of his own papers to its list. 


IN KANSAS CITY. 


so5 Cox 05 Cox Building, 
Rocuestrr, N. Y., Sept. 21, 1905. 
Mr. Charles]. Zinge, 
Editor of Printers’ INK: 

I have aninteresting matter that I desire 
to lay before you peitaining tothe newspaper 
situation in Kansas City, Mo. 

Having recently inaugurated the advertis- 
ing in that city for a new credit store opened 
by Askin & Marine, I have been approached 
by a representative of the Kansas City Star 
relative to a contract. 

For a variety of reasons, which it is impos- 
sible for me to intelligently state in so brief a 
letter, I omitted the Star from my list of 
mediums; and the representative of that pa- 
per, whether upon theimpulse of the moment 
or not I am unable to say, made the following 
proposition: if the Kansas City World can 
show 2,000 circulation in Kansas City, the 
Star willgive me a year’s contract without 
charge. 

I have determined to make an investigation, 
if such is possible, in order to ascertain defini- 
tely whether or not the Wordd has been mis- 
represented to me in that respect. 

rom the familiarity of PrinreRs’ Ink with 

this sort of thing, and your knowledge of the 

situation in Kansas City, I thought you 

might be able to advise meas to what your 

ose regarding the city circulation of the 
ld is. 


I might add in ‘conclusion that the gentle- 
man making the offer (whose name I have 
unfortunately forgotten) specified emphati- 
cally that he would not accept any statement 
from Printers’ INK, or, more properly from 
“ Mr. Zingg. ” Heinsisted upon more “‘con- 
clusive” evidence. 

If I can carry out the investigation in the 
manner I now anticipate, the result will be 
interesting and beneficial to advertisers in 
general, 

Your advice regarding the above mentioned 
points will be gratefully received. 

Yours very truly, 
Lorinc C, BARTLETT, 
Advertiser and Journalist. 


Perhaps Mr. Bartlett does not 
exactly remember what he is talk- 
ing about. Rowell’s American 
Newspaper Directory for 1905 
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gives the following catalogue de- 
scription of the Kansas City Star 
and World: 


STAR ;every TIMES, rer Sunday, and 
Sunday morning ; ed moraine 
ne od ven and W 
ednesdays; a gend WEE. KEY 
hes eight to thirty- two pages 18 5, 
tion—evening, morning and Sunda: a, & 
weekly 25 cents; established—dai ae 














1880, Times 1888, weekly 1890; William R. Nel- 
son, editor and’ publisher (5). 
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G2 The ab of the latest 
circulation rating accorded the Kansas City 
Star ts guaranteed by the publishers of 
Rowell’s American Newspaper Directory, 
who will pay one hundred dollars to the first 
person who successfully controverts its ac- 


curacy. 
Publisher’s announcement.—AWARDED FEB- 
BUARY 15, 1899, BY 
Printers’ Ink, THE 
LITTLE SCHOOL- ~ 
MASTER IN THEART 
OF ADVERTISING, 
to “THE Kansas 
CITY STaR;” THAT 
PAPBR, AFTER 
FOUR MONTH®S’ 
CAREFUL WEIGH- 
ING OF EVIDENCE, HAVING BEEN PRONOUNCED 
THE ONE PUBLISHED WEST OF CHICAGO WHICH 
GIVES AN ADVERTISER THE o— SERVICE IN 
PROPORTION TO THE PRICE CHARGED 

THE STAR accepts all advertising on con- 
dition that the pei circulation of its dail 
and Sunday editions exceeds 120,000 eac 
issue and that the paid- in-advance circula- 
tion of its week] a exceeds 225,000 
each issue, or no charge whatever is made. 
The circulation of te daily and Sunda 
editions is more than double the combin: 
circulation of all the other Kansas City 
dailies, and its advertising rate is less per 
thousand of circulation t that of any 
other paper west of Chicago. Kansas City 
advertisers pay THE STaR annually more 
money than they pay to all the other local 
mediums. 

THE Kansas City Times, THE STAR’Smorn- 
ing newspaper, has the same circulation 
ral sae STaR, namely, 120,000 copies each 


WORLD; every evening except Sunday, 
Sunda: morning, and RURAL Wor El LD, 
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eight, Sunday twenty to fort: , weekly oat 
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). 
Circulation—Daily: In 1895, pabiisher as- 
serts, not less then 870; in ti 22,500. 
Actual average 53: year 4 with 
March, 1898, 39,523. In 1898, B. In 1899, 
yC. Actua wets fora year oe ant with 
June, 1900, 2 63: for 191, 35,451; for 
1912, 62,975; for, 103, 61,388 1 Jor 1004, 
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Sunday: “TEL.” 
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GROWTH OF TWO DAILIES. 


Recent circulation literature 
from the Duluth, Minn., News- 
Tribune gives that paper a daily 
average of 15,041 copies for the 
year ending August 31, this year; 
for the same period last year the 
daily average was 13,558. The 
News-Leader, Richmond, Va., 
claims the largest circulation by 
many thousands in the Virginias 
and Carolinas. Its daily average 
for the year ending September 1 
is stated to be 20,833 copies, that 
for 1904 being 28,575. 





MAGAZINE DINNER. 


A dinner was given to Tru- 
man A. DeWeese, director of 
ety for the Shredded 

heat products, in New York 
City, by the following  ad- 
vertising and magazine men: 
George H. Hazen, Century; Her- 
bert S. Houston, World’s Work; 
J. Rowland Mix, Scribner’s; J. C. 
Bull, Everybodys; Curtis | P. 
Brady, McClure’s; E. W. Spauld- 
ing, Ladies’ Home Journal; S. 
Keith Evans, Review of Reviews; 
Captain Drisler, Associated Sun- 
day Magazines; Winslow Mallory, 
Munsey’s; Frank Presbrey, Frank 
Presbrey Company; J. H. Brown, 
Ainslee’s; F. C. Hoyt, Outlook; 
J. E. Root, Four-Track News; 
Metz B. Hayes, American IlIlus- 
trated Magazine; W. H. Tripp, 
Butterick Trio; J. A. McKay, 
Town and Country; Henry D. 
Wilson, Cosmopolitan: F. E. 
Morrison, Success; William Bliss 
and H.- Blackburn, Frank 
Presbrey Company. 





POLITICAL ADVERTISING 
GROWING. 


It is a growing tendency of the 
candidate for public office, or the 
reformer with an issue to exploit, 
to seek the columns of the daily 
newspaper and present his claims 
to consideration of marshal his 
arguments in his own way in the 
type that suits him, confident of 
the readers’ ‘interest in a well- 
displayed advertisement. In the 
Southern States where a victory 
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at the primaries is equivalent to 
election, the practice is an- old, 
old story. It is the only sure 
way to bring the candidate and 
the voters together, No man 
hides ‘his light under a_ bushel. 
He rakes his opponent's record 
fore and aft, and points with pride 
to his own. He advertises as he 
talks on the stump, knowing that 
a hundred will read where one 
will hear. In Baltimore during 
a campaign the front pages of 
the newspapers are covered with 
party, committee and individual 
appeals to the voter—all at space 
rates, the columns being thrown 
open to both sides. Gov. William 
L. Douglas of Massachusetts was 
the first Northern man, we be- 
lieve, to realize the value of the 
political advertisement with por- 
trait cuts. When he published the 
autobiography of a laborious life 
in the newspapers from Cape Cod 
to State Line he shocked the Back 
Bay—but he was elected Gover- 
nor, At the present time the 
Massachusetts Committee of One 
Hundred on Reciprocal Trade is 
advertising its propaganda in half- 
pages with challenging stare 
heads that send a chill down the 
vertebrae of the  stand-patters. 
Everett Colby, in his fight against 
the Essex oligarchy, which he 
won so handsomely, availed him- 
self of the advertising columns of 
the Newark (N. J.) papers to 
supplement his appeals from the 
tails of carts and halls which were 
not rented until primary day by 
the said unafraid and unshamed 
oligarchy. The success of this 
method must depend upon the in- 
sight and originality of the “lit- 
erary bureau” of the cause or can- 
didate. In the Presidential cam- 
paign some of the most cogent 
arguments of the Republican 
party were presented in the ad- 
vertising columns of periodicals. 
A sign of the political times is the 
substitution of the newspaper ad- 
vertisement for the mailed circu- 
lar and the fugitive leaflet. The 
amount of money that has been 
wasted in “literature” that never 
leaves headquarters would liqui- 
date the national debt—New York 
Evening Sun. 
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“* Tur Pekin, China, Tsing Rao, 
“Tene of the leading newspapers ‘of 
the Celestial Empire, is about to 
 eélebrate its: 1;400th birthday. 





A Y. M GC. A. ADVERTISING 
COURSE, 


ae 23rd Street Branch of the 
LY. M, C.. A,, Néw York,‘ will give 
<a-course of lectures on advertising 
‘this winter, beginning with a. free 
- lectiré on October 2, at 8 p.°m., 
by: Ben B. Hampton, The. fol- 
’ Jowing men have been. arranged 
with. for special lecturés on some 
phase -of advertising. Dates will 
be. fixed later: Arthur Brisbane, 


Evening Journal; Edward Pason Th 


Call, ‘ publisher New York Com- 
“, mercial; Ben B.. Hampton, _Hamp- 

ton. Advertising Agency; Thomas 
’ Balmer, Street Railway Advertis- 
ing. Co:; Charles J. Zingg, Paint- 
ERS’ Ink. The course to be cov- 
ered is as follows: 1. Possibili- 
- oties. of the advertising business as 
a career for young men.  2—His- 
tory and philosophy of advertis- 
‘ing. . g~Advertising mediums: 
Newspaper and magazine, trade 
papers, theater programmes, bill- 
boards, electric and painted signs, 
street cars, circulars, folders and 
pamphlets, trading stamps and 
window and counter 
% 4—The Advertising 
. §—Problems of the gen- T: 
i egal advertiser. 6—Advertising a 


t store. 7—How to. ad- p 


vertise a small retail business. 
i re management and organ- 
ization, The cost for the entire 
' Ggurse of six months is $20, plus 
annual. association member- 
ship fee of 5 Taauitien will be 
answered by Burt B. Farnsworth, 
Director, ars ‘West 
'. aaed st, New York City. 





_ ASSOCIATED — MEET- 


At the meeting ting of the Associa- 
| ted Press, in New York City, Sep- 

tember 20, Adolph S. Ochs, of the 
' New York Times, was elected a 
director to replace Whitelaw 


ambassador to Great P 


| Bain The complete board is 
|. a8 follows : Adolph < Ochs, New 
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York Times; W. L. McLean, 
Philadelphia Bulletin»: “George 
Thompson, St. Paul Dispatch; 
Charles H. Grasty, Baltimore 
News; W. R. Nelson, “Kansas 
City Star; Clark’ Howell: Atlanta 
Constitution; Avbert J. °° Barr, 
Pittsburg Post; Victor F.“Law- 
son, Chicago Daily News; Charles 
W. ‘Knapp, St. Louis Republican ; 
Harvey W. Scott, Portlaid Ore- 
Record Frank B. Noyes, Chicago 
ecord-Herald; Thome; G. Rap- 
ier, New Orleans Picayune’; Her- 
man Ridder; New York Staats- 
Zeitung; M. H. DeYoung, San 
Francisco Chronicle; A. P. Lang- 
try, Springfield (Mass.) Union. 
e new advisory’ board are: 
Southern © Division—E. B. Stahl- 
mah, Nashville (Tenn.) Banner, 
chairman; James R. Gray, Atlan- 
ta (Ga.) Journal; W. J. Craw- 
ford, Mem + ge (Tenn.) Commer- 
cial_A ppea Josephus Daniels, 
Raleigh (N. C.) News and Ob- 
server; Alfred H. Belo, Galves- 
ton (T ex.) News; . Frank P. 
Glass, Montgomery (Ala.)  Ad- 
vertiser; D. A. Tompkins, Char- 
lotte (N. C.) Observer, member 
of proxy committee. Eastern Di- 
vision—W. C. Reick, New York 
Herald, chairman; W. E, Gard- 
ner, Syracuse Post-Standard; 
Barclay H. Warburton, Philadel- 
Pe et Telegraph; Charles H. 

lor; Jr.,.Boston Globe; P. C. 
Boyle, Oil City Derrick. Mr. War- 
urton was chosen member of 
proxy committee. Western Di- 
vision—E. C. Hughes, Seattle 
Post-Intelligencer, - chairman; 
William Glasman, One (Utah) 
Standard; R. A. Crothers San 
Francisco Bulletin; & N. ens, 
Pueblo Chieftain; W. A. Clark, 
Butte Miner; S. "A. Perkins, Ta- 
coma Ledger; Alden J. Blethen. 
Sr., Seattle Times, member of 
proxy a ag pe Central Di- 
vision—F, T. Lane, Toledo Blade, 
chairman: A, J. Aiken, Milwau- 
kee Evening Wisconsin; Medill 
McCormick, Chicago "Tribune; 
Lafayette Young, Des Moines 


Capital: Thomas Rees, ring- 
field: (Ill) State R ers nk 
MacLennan, boeken State 


Journal, member of 5 proxy com- 
mittee. 
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-y:o0OPTICAL ADVERTISING 
NOVELTIES, 


The Ives: Process Company, 550 

. West 25th street, New York, have 
perfected several advertising. nov- 
elties based on optical laws. One 
of these is a changeable trans- 
parency, combining two. objects in 
the same frame, which on being 





held to- the light..and slightly. 
tilted, blend. into one another— -Levy 
or rather, from one to the other. 


Of course, goods and similar ‘ar- 
ticles. may. -be embodiéd in this 
transparency. It..can..be made 
‘from photographs. ~ -Another 
Striking thing that took a medal 


at..the- Royal Photographic  So-. 


ciety’s annual éxhibition is called 
the “Ives’ Parallax Stereograin.” 
This is also a transparency, but 


by a combination of two views. of. 


the ‘same object, ‘with a glass 
screen, the observer sees § it as 
though viewed through a  stere- 
scope, in perfect sterescopic ‘fe- 
lief. This company also makes 


some remarkably faithful ‘color - 


work, of which a catalogue has 


recently been issued. Not only 


tugs, paintings, plumage and 


other brilliant material ‘has ‘been — 


-but before-our general ‘nianager-allowed it 
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photographed -and::printed: din: nat- 
ural: colors by Mr. Ives,:‘btt half- 
tones of «rare .gems made: -from 
micro-photo... negatives taken in 
polarized. light. ee, 


A CONFESSION, 
Boston, Mass., September at, ‘r905. 
Editor of Prryters’ Inx: 
Dear 'Sir—My attention has just ‘been 
called toasquib in PRIN'PERs’ INK,'6f Sépt. 
6th, relative ‘to the advertising - of the Mac 
Institute of. Physical Culture. The 





“writer is ashamed “to confess that Modern 


Housekeeping, was caught in theinét-as:well 
as other publications,-but perhaps.a word or 
two right here might make roa think differ- 
éntly with regard to us.. When *we* Bought 
the publisher’s tight in Home Science cy 
zine, the manager of that magazive had 
already accepted Mr. Levy’s advertisement, 
: to 
be printed in the columns of t new megdtine, 
Modern Housekeeping, we looked through 
the House Beautiful, Good Houscherping, 
and several-others of the-leading magazines, 
and found that they had. been publishing it 
for some. time,so we concluded that it was a 
fairly r able thing and published it one 


‘month. It isthe intention of themanagment 


to sconet neither . stock scheme advertising, 
liquor advertising nor patént medicine adver- 
tising, but we thought our competitofs*were 
fairly respectableso we did not-like -to turn 
‘down the ‘‘ad’’ simply because we thought 
it not quite . ssnies hte : 4 

r-manager has.a great igand respect 

for Printers’ INK, ~~: 0-2 0-2-7 

Very-truly yours, ... .- - 

Crark . PustisHinG. Ca., - 
_E. Ey Jones, Gen. ‘Mgr 
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Tue Dry Sole Co., 99 Warren 
street, New York, manufacturing 
a preparation for rendering the 
soles of shoes waterproof, is one 
of the new advertisers in the fall 
magazines. The account is handled 
by the Ben B. Hampton Co., 7 
West 22nd street, New York. 


SIMPLE RATE CARDS PRE- 
VAIL IN BOSTON. 


When Mr. Hearst entered Bos- 
ton with the Boston American he 
caused practically every daily paper 
in that staid city to abandon com- 
plex rate cards and penalties for 
broken column rules, position, ete. 
Boston rate cards were a byword 
and a hissing before then. ‘To- 
day, however, after a year of the 
simple flat. rate, sans penalties, the 
papers would not go back to the 
old system. Under former condi- 
tions a_ single advertisement 
would sometimes *be measured at 
three different rates, and adver- 
itisers ‘were cautious in using 
‘space. Under the flat rate, it is 
said, ‘the papers actually get a 
lower price for space, but as 
measurement is’ simple and pen- 
alties non-existent, advertisers use 
space freely. Big ads are the rule, 
bigger incomes “to the newspapers 
and -bigger results to the adver- 
tisers. Boston thas taken up the 
simple life on rates, and likes it. 


WHEN POSTAL SERVICE 
WAS RENDERED BY 
PRIVATE CONCERNS. 


That a privately conducted 
postoffice system might not be an 
unmixed evil is shown in some 
reminiscences which appear in the 
Philadelphia Bulletin. That city, 
back in the late thirties and early 
forties, had several private postal 
companies that delivered mail in 
the city limits, as well as to New 
York, Baltimore, Washington, etc. 
The rate for hourly city delivery 
was-one cent for an ordinary letter. 
The. United States government 
was charging twelve and one-half 
cents for the same service. Blood’s 
Penny Post, in Philadelphia, pen- 
etrated all the populous parts of 
the city. There seems to have 
been some prejudice against it at 
‘the start because it was a “cheap” 
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affair, but it soon demonstrated 
that it was quick, and that a letter 
intrusted to it was safe. The 
Blood postage stamp had their 
place in the desks of shops - and 
counting rooms, on writing tables 
of fashionable people, and time 
and again Blood’s name was in- 
voked as an example to the Uni- 
ted States government in appeals 
for improving the mail system in 
Philadelphia. Deliveries, which 
were five a day, were made at 7 
and 9.a. m., 1, 3, and 7 p. m. The 


manager also devised a system of 


messengers for carrying special 
letters or running errands. Blood’s 
Penny Post had over 500 box sta- 
tions, from which thousands of 
letters, papers, circulars; etc. were 
collected and delivered daily 
throughout the city at one cent 
each if prepaid or two cents pay- 
able on delivery. Wedding and 
invitation cards. were delivered 
without stamp or mark of any 
kind if desired. Special messen- 
gers could be sent to all parts of 
the city within tem miles from the 
office at any moment at a charge 
of five cents and upwards. Money, 
jewelry and other articles of in- 
trinsic value were not received 
nor delivered by Blood’g Dispatch 
Post except by special messen- 
gers, in which case the articles 
had to be left at the principal 
office, registered, and the, special 
messenger charge paid thereon. 
Persons advertising in the papers, 
care of Blood’s Penny Post,- by 
sending their address to the office, 
could have communications care- 
fully enveloped and sent to’ them 
without extra charge, thus avoid- 
ing the possibility of being taken 
out ‘by the wrong person. Uncle 
Sam, however, put this organiza- 
tion, with many others, out of 
business by methods even more 
arbitrary than those asserted . to 
have been employed: by Mr. 
Rockefeller. in Standard Oil.--The 
government said “Stop” and_ all 
private mail systems ceased, and 
there has not been, from that day 
to this, any standard of compari- 
son for the United ‘States postal 
service, except with the service of 
foreign  countries.—Advertising, 
Chicago. -- 
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A CHEERFUL disposition makes within two weeks. . In this period 
sunshine for all who come in con- 273 subscribers sent in $326.65 in 
tact with it. cash, chiefly by mail, and a num- 


A CIRCULATION STIMU. ber paid several years in advance. 


There were also new subscrip- 
LANT FOR A COUNTRY : I 
WEEKLY tions. Samuel P. Foster, publish- 


a er of the Times, says in former 

Five post cards with local views years a collecter was sent out, but 
were recently offered by the now two-thirds of his subscribers 
Times, of Elmer, N. J., to each pay by mail. The use of some 
subscriber paying a dollar or small but desirable premium is 
more on_ subscription account recommended as a reminder. 
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REDUCED FROM THE FULL PAGE ADVERTISEMENT OF THE “* DELINEATOR” WHICH APPEARED 
IN THE .NEW ‘YORK MORNING AND EVENING “SUN,” THE NEW YORK “JOURNAL OF 
COMMERCE,” THE PHILADELPHIA EVENING ‘* BULLETIN,” THE CHICAGO “* RECORD-HER- 
ALD,’’ THE BOSTON ‘“‘HERALD,’’ THE CINCINNATI “ENQUIRER,” THE ST. LOUIS 
* GLOBE-DEMOCRAT,”” AND THE SAN FRANCISCO ‘' EXAMINER,” 
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ABOUT COMPETITION. 
By. Ce A Peake. 


“Meeting competition,” and 
“Watching competitors,’ are two 
phrases that must have been 


coined as soon as the world. had a 
seeond store. And they have come 
ringing down all'the ages since, 
accepted unquestionably as, of true 
metal. 

In this age of keen thinking and 
subtle. analysis few things are 
taken on faith, And it is well— 
the- scalpel of thought has laid 
bare much sham, 
theories: have . crumbled 
crucible of actual test. 
-:Gompetition, as ordinarily. un- 
derstood, consists in the doing, in 
close contiguity, by some one of 
something that is being done by 
some one else—whether better or 
worse does not matter in the de- 
fining. A store is opened in a 
town. where there already is such 
a store—at once there is competi- 
tion, the respective storekeepers are 
competitors, and they watch each 
other’s: business moves. 

There are two kinds of compe- 
tion, it is said—“fair” ‘and “un- 
fair.”’.- The fair competitor does 
everything as nearly like the other 
jman as natural unlikeness of per- 
sonality.will permit; the unfair one 
-does differently. 

‘Differently’ may mean the 
making of new but altogether rea- 
sonable concessions of some kind 
‘to. the public, and the uplifting of 
itrade conditions generally; or, it 
may: describe lying and trickery, 
‘and the consequent degradation of 
:business' morals—but, nevertheless, 
‘itis unfair. 

Tt is necessary to watch compet- 

‘iters,; it: is. further -said;- that they 
‘may not steal marches, and that 
their intended coups be nullified of 
turned to. own advantage by defen- 
‘sive-or strategic measures. 
* Now this may be accepted as a 
(fact There is no competition 
lwhere: there is notable individual- 
tty and common honesty. 

Is-proof wanted? Js there: an- 
‘other: B.“ Altman in ‘New York? 
‘Or Marshall ‘Field iti Chicago? Or 
‘a second John’ ~ Wanamaker? 
: There are other: storekeepers and 
jother. tores, but can any of them 
ibe Aairly considered as competing 


in - the 


while many bod 
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with those named? And Altman 
and Wanamaker are not competi- 
tors. 

Further, stores without particu- 
lar individuality—even... without 
common honesty—are not in’ real- 
ity competitive. Every ‘store 
everywhere comes to have its-own 
following, composed. of those 
whose desires, as regulated by 
mind. or. pocketbook, are met by. 
that store. 

No one store could possibly 
please everybody within its‘ terri- 
tory, even if it could serve, every- 
ye 

The man who cries “fire” when 
there is no fire, fools:and frightens 
others; the man who thinks * ‘com- 
petition” when there is no ‘such 
thing, fools and frightens, himself. 

This ‘proposition of “no com- 

etition,” correct as it is, should 

meditated upon carefully, for 
there is danger in accepting it 
unthinkingly. 

It does not permit relaxed ‘effort 
—rather, it demands the constant 
exertion of every faculty, 

But it takes the worry out—and 
it is worry that enervates, 

And it gives every storekeeper 
a chance to have strength and dig- 
nity; incites imitators to stop a 
habit that- surely paralyzes-the=ins 
itiative faculty; teaches every 
“tub” to “stand-on its own bot- 
tom.” 





AN. ATTRACTIVE . WINDOW 
DISPLAY. ' 





ASIXTH AVENUE--MERCHANT PLACES A 
DOZEN OR MORE COLORED TOY BALLOONS 
45 HIS WINDOW IN. COMPANY WITH 

- BLECTRIC. FAN, , 
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AN APOLOGY BY ADVERTISING. 


A ‘paid advertisement in the re 
papers is the method raerie 
*tederick W. Germann of 90 Gudan 
Avenue, Brooklyn, in ‘apologizing to 
his. father-in-law, Wiliam C. Halleck, 
of 465 Marlborough Road, Flatbush, 

Germanh, who has been studying 
thedicine at Cornell ‘Univérsity, married 
Halleck’s daughter Irene Halleck, - last 
September. Halleck said that the 
girl was tly * isteen years old, ‘and 
talked of having the marriage annu.led. 
Germann asserted that she was twenty- 
five years old, and wrote letters to his 
father-in-law which so0 annoyed Mr. 
Halleck that he had Germann arrested 
last’ Monday. The young man’s father 
then o ed in and smoothed matters 
out. is suggestion young Germann 
ps Ea a * etree of apo-ogy to his father- 
in-law, which ‘he advertised yesterday 
in’ the “newspapers. In it ‘he ‘says: 
“The many letters which I haye writ- 
ten for the purpose of annoying you 
and your wife were written in’ passion 
and out of spite; and, of course, all 
the charges therein and etatements de- 
rogatory of you are wholly unfounded 
and untrue, I regret that some of 
these letters have been pub-ished in the 
press, and write publicly to acknowl- 
edge the great injustice I have done 
you thereby and to make whatever rep- 
aration may be in my power.”—New 
York Times. 





Some Slaughter Sale ads read like 
echoes from an abattoir. You can al- 
most hear ‘the prices squeal.—Rhode 
Island Advertiser. 








Advertisements. 





All advertisements in “ Printers’ Ink” cost 
twenty cents a line ayer euch insertion. $10.40 a 


line per yeur. per cent discount may be 
dedue tf paid gi og m, adrance of 3 ubli- 
Cation and r cent on yearly contract 


id wholly in it ddtinee of ot peiesen, 
Bispiay typeand cute ce! epecifed position without 
cha but ¢ ition is 


irge. 
po 2 for -an ad artisement ent. Sed orenned, 
double price will be demanded. 
WANTS, 
— 
as young new: 


spa advertising 
oa 


ANOTYPE uiachinist-oper: rator desires 
-_ Where he can work ape speed, 
3,500 omg per hoers Address “k. E. 8.,” 1375 Burd 
Ave., Bt. 


rPHE pronation. xf the 1 pee work World. 
of say other 


rae. yoominy ‘by more than 


ONS $ ng $1000-$5000 ‘row for 

xecutive, Clerical and Tech- 

nical men; write for booklet. HAPGOODS, 
Suite 511; a N.Y, 


ANTED— Experi salesman in for: high- 
t faloge 8. special 
ogion as. riuting. Oat territory. “aki a 
STILLINGS PRESS, Boston, Mass. 
w* ANTED—Young peer with 
house teas an traide ieipurnal ad pie. bee 


ufacturi: neern. 
‘Address Po yh Avenue, "aa 
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| open eo competent tew 
orkers in ye ee Wr 

or Fianna 5 SPAPER MENS EX. 
CHANGE, 8t., Springfield, Mass. 


W288 724 TO BUY—ldess for i for practical. and 


articles w 
F. NANI ‘Coat 
poe SALE—Six " Wonoline 


printers ‘weile TH. vA EVENING ior aN rae ia 


B., for rock bott om prices for one 


ONCERNING TYP+.—a C3 elopedia of Kvery: 
an da: an; Boe type beh pera ct saver: 
ng R post; 
ag’ts wanted. A. 8. CARNELL, MbeNassatt st. NY, 
bere gre buy patent « ——- rietary.med- 
icine business. be well 
and stand the closest Hon State ‘fall 
rs. Address aw E. »’ Drawer 
heeling, W, Va. 


ap es: se Ek an and and meshorgee dealer 





vertiser’s ta ag Eameta ab roniainen ‘otany 
advertising journal ih ‘america. Sam 
free. THt. WESTERN “‘MCNTHLY, 8) “Grand 


Ave., Kansas City, Mo 
¥ YOUNG MEN AND. WOMEN 


and ad managers Fe: iassified : 
umns of PRINTERS’ INK, the busin oA. journa) for 
aave: reer uvlished weekly ‘at 10 bpruce 8t.. 
New York. ch advertisements will-ve inserted . 
per line, six words to the line. —- 
RRS’ INK 1s the best schoo) for advertise 

reaches every week more employing aa ete 
than anv other publication in the United States, 


ANTED—Job compositors. stone hands, lino- 
type o nerators. Steady, Land 
tions at highest prevailing scales. - 

teed to competent non-union men in ‘open 
gation. should take advantage of ‘this oppo! 

Colbie t 1 “4 — every lanes SF 
in such positions. 

INTYRE, 320 Broadway, New New Von, Room 13064.: 


WANTED 


A bright, active man, famil- 
iar with writing display ad-' 
vertising; who is also a 
good correspondent, office: 
man and buyer. , Aman who 
is willing to start on a 
reasonable:salary with good | 
prospects for increase, ....: 

No smoking in the offices. 

_ Apply immediately or whe 
dress, 


INTERNATIONAL GLOBE . 
COMPANY, - 


TIMES BunDING, : vt 


| mes Severe,’ New Yerk City. 
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1 ogee cme a ree! and others with common 
school educations only, who wish to qua:- 
ity for reaay positions at $20 a week and uver, to 
write for free copy of my new prospectus and 
endorsements from ik ing concerns every- 
where, One graduate filis $8,000 place, another 
$5, and any numver earn $1,500 e best 
clothing adwriter in New York’ owes his suc- 
cess within a few aoanten to my teachings. De- 


mand exceeds 8 7 

GEORGE H. POWELL Advertising and Busi- 
ness Expert, 1467 Temple Court. New York. 
A ADVERTISING AGENCY 

WANTS GOOD SULICITOR. 

successful Philadelphia agenc ‘i ans a 
specialty of good copy and good ‘as, wants 
keen, alert, clean-cut young man se referably of 
some experience in agency soliciting (or at least 
newspaper soliciting), to foliow up prospects 
and ¢ new business. l’art salary, part com- 
mission. The right man should have little diffi- 
culty in securi accounts, backed up by the 
service, copy an coe “dae he can offer. 
A college-brea ooking for a chance to 
“make good” might mina in this the opportunity, 
State experience references and amount desired 
tostart. “J. K. L.,” Printers’ Ink.' 





AD VERTISING MEDIA, 


ARDWARE DEALERS’ MAGAZINE _Cireu- 
lation 17,500(@O). 253 Broadway, New York. 

HE EVANGEL. 

Scranton, Pa. 
Thirteenth year; 20c. agate lime. 

NY person advertisiug in. PRINTERS’ INK to 

the amount of $10 or moreis entitled to re- 
ceive tne paper for one one year. 


a Ang ph: = are ans are getting, rie 
| Ord meynicien dai y S —+- ead ad by 
70 per pn] on their ar vite Saigh-vi ass medica 


propositions accepted. imum rate, 4c., 
—_—* Ce ae PRESS. Chat. 
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ADVERTISING AGENCIES. 


dD, 4, qeoanas AGENCY. 1 Madison Ave, 
N. Y. Medical journal advtg. exclusively 


OLDEN GATE ADVERTISING CO., 3400-3402 
Sixteenth St., San Francisco, Ca). 


H.% - KASTOR & SONS ADVERTISING COM- 
° PANY, Laclede de Building, St. Louis, Mo. 


URTIS-NEWHALL CO. B co. Srey * 1895. Los 
Angeles, California, U. 8. A. Newspaper, 
magazine, trade paper cingileian, 


aE H. 1. IRELAND ADVERTISING AGENCY 
Write for Pe Rae of the Ireland aor gag 
Chestnut Street, Philadelphia. 


IONEER ADVERTISING CO., licnetiie—Dee- 
mepolitan population makes our six years’ 
experience luable. Newspapers, billboards, 
walls, distributing, mailing lists. 


Aum FRANK & Cv., 25 Broad Street, N. Y. 
General Advertising Agents. Established 
1872. Chicago. Boston. ladelphia. Advertis- 
ing of all kinds placed in every part of the world. 


ARNHART AND SWASEY, San Francisco— 
Largest agency west of Chicago; employ 60 
people; save advertisers by advising judiciousiy 
newspapers, billboards, walls. cars, distributing. 


CAzsmar advertising promises results which 
te most careful F gpnene yes Write us 
for best list es 
efficiently. 
AGENC 





ThE Dis to_ cover the whole field 
ESBARATS ADVERTISING 
-, Montreal. 


geen: 
PUBLISHING = OPPORTONI- 


A SPLENDID periodical publishing opening 
In the special magazine line 
Is now available in New York City. 











tanooga, Tenn., ie 152 circulation guaran- 
proven; 350, 2] medium As to profits, definiteness of field and stability, 
soetth for mail-oraer end general advertising. 
— “9 , 15 cents a line for keyed ads. Noproof,no It has all the advantages of the best trade paper, 
o While its subject matter is very interesting 
DISTRIBUTING. And would ken the enthusi 
ISTRIBUTING was placed during the month i as 5 eae 
Dice July in every town, of a ponsequ Of the P editor or p 
in e Berna vertisi 
Service for four of the largest users rs of house: toe Of the high-toned daily or weekly. 
ane ee ee sist Saree Builaing, It covers a field of interesting problems 
inicago, Where thought and feeling are hot. 
PRINTERS. Capable publisher without gambling 
RINTERS. Write R. CARLETON, Omaha, (Can makea fortune 


Neb., for copyright lodg lodge cut catalogue. 
Wren print ae cotabaerass. rues, booklets. circulars, adv. 
ds. Write for peseoe. THE 

BLAIR PIG. Co,, 514 Main St.. Cincinnati, O. 


While conferring great public benefita, 
It isin many respects 
An Pp lly attractive opening, 





Do You Need Printed 
Matter Of Any Kind? 


lhave secured the services of the brightest 
man in the ooren usiness to-day. 
pel what I am talking avout and know 

y man. se your pe NA Ido 

et oes nt any or eve get 
> booklets ind advertisements; oF or I will 
crint & baal ness card or a ~ ao jogae, 
Kindly write me, if inte 


WM. JOHNSTON, 
PRINTERS’ INK PRESS, 


10 Spruce St., New York. 




















CARD INDEX SUPPLIES. 


Ts CARD INDEX inayat will be quickly 
and easily ay aetiied oye enting catalogue may 
price from the ma This means us. 
STAlvs PRD IN INDEX Cc. ‘CARD —- 
kittenbouse Bidg., Phila. — 


No technical knowledge required. 

The business is well suited 

To a daily newspaper man 

Or any man of good publishing ability. 

Investment required $40,000, 

With good security, part deferred. 

‘Particulars to responsible parties. 

EMERSON P. HARRIS, 
Broker in Publishing Property, 
253 Broadway, New York. 





PRINTING. 


3,000 GUMMED LABELS 
1x2 inches, printed to your order and 
POSTPAID, $1.00. 

Write for Catalog. 

FENTON LABEL Cv., Philadelphia. 
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PAPER. 


B BASSETT & SUTPHIN, 
45 Beekman St.. New York —~. 

Coated papersa speciality. Diamond B Perfect 
White for P high grade catalogues. 


FOR SALE. 


~ 5, 000 SECURES control of monthly ni 
s Part a bag will — ¥ a investi- 
on, y able to amore par’ of time pre- 
ferred. A ress ‘‘D,” Prirters’ Ink. 
. Fear 6-7-8 page 46 col. perfecting 
a Lge hour. Complete stereotyp- 


ing Ratfit. w running in perfect repair. 

Terms easy. “ NS G.,” care of Printers’ Ink. 

$1, 00 TAKES one-third tatorest, s “_ 
and w 


Good job de ment, eg S~ proposition. 
Interest carries position asmanager, Address 
“@.." care Printers’ Ink, 


OR SALE—A weekly newspaper in a town of 
15,000 in Massachusetts. A chance for the 
right moni += st sell on ac- 
pie of other business interests. Will sell very 
much cheaper than what it is worth. Address 
*PUBLISHER,” P. O. Box, 3059, Boston, Mass. 





Bargain for Publishers 
Mailing Type and Equipment 
For 140,000 names. Good as new. For sule 


cheap, in lots to suit purchaser. Must be 
sold by Oct. 10th. Write to-day. 


Address “‘ H. W. N.,”? Room 623, 120 Boylston 
Street, Boston. 











a 
CARDS. 
vi — very description are made by 


— “> the world. Par. 
UVENIR POST 


OST canes bo e 
us. Wesb ip —f 
ticulars on 


CARD CO., 1140 a, 


6 ht: 
ZINC ETCHINGS. 
p= zinc etchi: gs that w will make you sit up 
d take no STANDARD, 61 Ann 
Street, New York. 


ADVERTISEMENT CONSTRUCTORS. 


PERHAPS 
ecent circ ular of mine, treating of the 
possibilities of the “ Follow-Up Letter,” might 
terest you : R.. fot, I will gladly mail you a copy 
of it—free. o 
No. 47, FRANOISL M MAULE. 402 Sansom St., Phila, 


YOUR BOOKLET 


must be attractive and convincing. That’s 


sufficient reason why we should prepare 
the copy. Send for estimates. 
R. C. GAMBEE, Flatiron Bldg., New York. 





D DO YOU EVER 
need a series of really tactful business let- 
ters! Letters a tinge of bombast, “ bull- 





dozing” or i ~ them? Letters that simply 
tell fa nag 3 strong, — story, afteran in- 
terestin; g fashion that wins con- 
fidence fom the man acu sick of the other 
kind? absolutely free from mere “ ho 4 
air” that tell their story FULLY and then sTo! 

I aeney suspect aay of being able to build 


sack letters for Fig 
No.44, FRANUIS 1. MAULE, 402 Sansom St., Phila 


SPECIALIZ ED PUBLICA TIONS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500 (O©). 253 Broadway, New York. 
+p 





POSTAGE STAMPS, 


8. or Canadian ; ship c.o.d. E, ORSER, 
e broker, R. 6, 94 Dearborn St , Chicago, 11). 
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COIN CARDS. 

Po PER Less ror more any printing. 
Do THE tolN WRAPPER CO.. Detroit, Mich, 
——+e>—___—_—_ 
PERIODICAL PUBLICITY. 
ARDWARE DEALERS’ MAGAZINE. Cireu- 
lation 17,500 (@@). 253 Broadway, New. York, 








TIN BOXES. 


IE you have an irs rractive, handy pac 
will sell more fin and get better 
them. Decorated tin boxes have a ric 
ance, don’t break, are handy, and 
contents, You can ‘buy in one-half gross lots and 
at sort low prices, are the folks who 
the tin boxes for Cascareta, tiuylers, Vase- 
line, ‘Sanitol. Dr. Charles Flesh Food. New Skin, 
and, in fact. for most of the “big & puns. " 
Bay, just as much attention to the “little phous! ” 
ter send for our new, hy ee ted catalog. It 
contains lots of valual 
free. AMI a STOPPER 
Verona Street, Brookiyn, N. Y. 
maker of TIN bOxES outside the Trust. 


kage you 
rices for 


information, and is 
CO) x ye 1 
he largest 





ADWRITING. 


P ing CUTLER, WRITER OF ADVERTISING, 
Box 2312, Boston, Mass, 
) $25 to $100 a week is the ordinary range 
of salaries paid advertisement writers. We 
wiil train you for such ete Send for our 
free prospectus and fac 
PAGE. DAVIS COMPANY, 
Wa Ave cago. 
Rither Office: { 5 150 Nassau St., New York. 


The Adwriter’s Rule 


points out the 


SELLINC POINTS 


of an article that have value and 
meaning to the public. It tells what 
and how to prepare good ads in less 
time, gives a method for gathering 
data, and gives all vital taleesieten 
about type and proofreader’s marks. 
It has 15 type measurements. 


BY MAIL FIFTY CENTS 
Send for folder 


L. ROMMEL, JR. 
61d Merchant St., - Newark, N. J. 


























—_+o—__—— 
COIN MAIL. MAILER, 


for $3. 10.000, 0.000, $20. J Any tine. femme 
Coin Carrier Co., Ft. Madison 


1,000 


DESIGNERS AND ILLUSTRATORS. 


ESIGNING, illustrating, engrossing, illumi- 
nating. ergraving, lithographing, art print- 
ing. "THE KINSLEY § STUDIO. Bway, N, ¥ 


ADDRESSING. 
urea. addressed for 75c, per M., wrap- 
, from your own list. We sell the 


Stan: ard “isto Addresser. Write us. B. F. 
JOLINE & CO., 123 Liberty St., N.Y. 


nn yy Comnneeeen 
ILLUSTRATORS AND ILLUSTRATIONS 


H SENIOR & CO., Wood Engravers, 10 Spruce 
e 8t., New York. Service good and prompt. 





NAMES WANTED. 


Names Wanted, Nose names in 


rt of U. 8, 
Complete States preferred. Ci DWORTH, 
“Plaza,” 


N. Clark & North Ave., Chicago. 
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PREMIUMS 


Riwrs f#o0ds are trade Builders. Thou- 
premiums suitable for 
fs from the foremost makers 


Br. plished appnall i, 8 ch teeue nom randy: NY. 
to 


BOOKS. 
poe THAT PROTKCT—72-p. book mailed 


and 


free. 


eink Exports, Washington. | bv. C. 





s ng too FOR MR. ADVERTISER,"4 
aimee Hyd ree Shas will _ a bundred| 


ne sTo0 OUD. 1 avenue Brooklyn, N.'¥ 












HALF-TONES. 
or 


r 
Gs? Hf may oF TANDARD, 61 hobs 
New York. 
os copper ‘haif-tones, 1-col.. $1; la 
perm. THE YOUNGSTOWN ARC 
GRAVING co., Youngstown. Ohio. 


EWSPAPER HALF-TONE TONES 
2x3, 76c.; 3x4, $1;'4x5. 31.60. 
Delivered - when cs cash “accompanies the order. 
Send for samp! 


KNOXVILLE ot RNG RAVING OO.., Knoxville. Tenn. 


id, 7ic.; 

6 or more, 50c. each, Cash with n er. All 
wepaper screens. Service day and night. 
rite for circulars. Keferences 
ss-engraver. }. O. Box 815, 


Hate z0xe or line ——— 10 ‘square 
hes or smaller, delivered pi 


MAILING MAC! MACHINES. 


Ts Arousal anae 


‘ermont 8t., Buffalo. 





; ce, 
ae: a TYPEWRITTEN LETTERS, 





oo fee hs hepa Letters, « § - Small Aa 


1 feo, a Wires ton booease i 
aa he HOPEINS 8 CO.,1K. 420 8t.,N. X,.. 


specimens, Hi 


HOUSE-TO-HOUSE DISTRIBUTION. 


A HOUSE-TO HOUSE distribution in Wilming- 
ton, Del., will yield ‘satisfacto’ results 


buted Jd. H. HORNE 600 E 
Hann St Service guaranteed by Will A. Molton. 
— 
aa. 
END for PRICE 
100 pe. 


CARDS. 
Biddle P. C. cig gt Phila., Pa. 


ET YOUR Advertising Blotters, rae 
Gro ‘ostal Cards, Pocket, Office and Sc: hol 
a. ‘also ‘Leather and Aluminum Goods, front 
SAULNIER CO.,Morris ea New York 


0CK CARD a Rr a aa. 
work; prompt délivery; reasonable et outs 

“We pay.the freight.” "Get, estimates 

K &SO\S8, Filth st;.above Chestn' 


TOTE HEADINGS of Bond ell 
a0; envel sy p). wi} for 65c.; 
‘or $l. 


0; 600 for 61.00 ite 0; 2.000 for 
950: 5,100 900 for $11 samples MERIT 
Bettie, Pe 
WILSON PRINTING INK CO.. limited, 
e ot 17 Spruce Bt., New Sork, x, sell more m 
inks than any other i ok uae in 
c1al priees to cash buyers. 
"Rernard’s Cold Water Paste 














EE Sathples éf 
a a be sent to any —— paper: 4 





Comparison of cost and results wilt 


place our magasine at the head of profits 


able mediums, 
Established 1887. © $1 per year. 


aie 

Woman’s Work. 
AN ILLUSTRATED “MAGAZINE 
OF LITERATURE AND DO- 


MESTIC SCIENCE, ; 


ATHENS, GEORGIA. 
OUR FIELD s,m ror, bu 


est circulation is in the wonderful uth 
—this rapidly developing section of in- 
calculable and nlimited resources,’ 
Business conditions are now better than 
they have been for many years. Witha 
cotton ‘crop. bringing’ over FIvE HUN- 
DRED MILLION DOLLARS, our péople are 
buying more articles of home comfort, 


_more awed of all kinds than they have 


ever bought in days gone by. As in 

other sections, the dear women injlu- 

ence,if they do not make, most of the 

urchases, You can reach a large num- 

t of these families, and secure a lib- 

ra share of their trade, by advertising 
mn Woman’s Work, 


RATE—2s5 cts. per agate line; only 
one-half cent a line per thousand 
copies, guaranteed and Proven. 

- SPACE DISCOUNT ~ 


The only deviation from above rate. in’ 


any form, to advertisers or advertising 
onone! is a discount of 5. per cent tor 
ate space of seven inches or over, in 
one inoue; 14 inches or over- ten cent; 
“28 inches or over, mn per inch 
or oe One Ore pér Vel 12 tiches re: 


per. cent. 
Per ber cent oration Geosune Tor onab with 


HERE ARE THE FIGURES: 
$1.00 buys 4 lines. $10.50 buys 3 inches 
150: 6 lines. 14.00 ba 4 inches © 


0 ys 
1.7% buys \% ivch, 17,50 bu 5 inches Z 
buys 8 lin oe 


es, 23.30 buys 7 nant 
2.50 buys 10 lines, 44.10 buys 14 inch: 


7.00 buys Zinehes, 294.00 bu; 1 inches i 
‘Less ; 


Sper.gent for om for cash with order. 


TIME DISCO ies eas 
Are hot'given, there bet 


_ force Sores foc pirertiony ton Se. ce tomas 





INFORMATION tN omen: 


it words in Wy mak 4 
niet ante sous Poetics 


juaran ; 
of same or no charge. All‘adenext - 
ing matter—except on coyer. Only first- © 


without 
good co pevedal Tating must send cash 
i it that w: a 


with order. 
pay any narand whi pay in 


WOMAN'S "WORK, 
. ATHENS, GEORGIA. .. 4 


~* 


4 


“4 


s 





Ef 








Se snd: “ 
ARD'S AGERCY, Tribune Build- 
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4DDRESSING MACHINES. 


*DPRESSING MACHINES—No type used ‘in 
the Wallace stenci) agaressiug machine. A 
card ‘index system-of addressing used by the 
largest vublishers thr b the y. Sep 
for circulars. We do addressing. at low rates, 
WALLACK & CO.. 29. Murray St., New York, 
1310 Pontiac Blig,. 358 Dearborn St., Chicago, Ill. 
2 —_——_+o————_ 
CLASS PUBLICATIONS, 


ARDWARK DEALER’ MAGAZINE. Circu- 
lation 17.500(@@©). 253 Broadway, New York, 











t TRADE JOURNALS. 
JLJARDWARE DEALERS’ MAGAZINE. Cirou- 
lation 17,500 (O©). 253 Broadway. New Yors, 
66 R4" ESTATE.” Amsterdam. N. Y.. circu: 
iation 3.000. for real estate dealers and 
owners; $1 a year; names of buyers each month. 





ELECTROTYPERS. 


W E make the electrotypes for PRINTERS . 

We-do the electrotyping for-eome of the 

largest advertisers in thecountry. Write us for 

rices, WEBSTER, ORAWFKFORD & CALDER: 45 
St., New York. ; 


+> 





DIRECTORY OF NOVELTY. MANU- 
FACTURERS, 





GENTS wanted to sell ad novelties, com. 
A 3 samples, 10c. J. ©. GENYON Owego. Y. 


Carat Paper Weights with your advertise- 
ment, $15 per 1%. Catalog ady.. novelties 
free. ST. LOUIS BUTTON CO.. St. Louis, Mo. 


Wir forsample and price new comoinanon 

Kitchen Hook and $ill File. Keeps your aa 
before the housewife and business man. THE 
WHITKHEKAD & HOAG Cu., Newark, N. J, 
Branches in all large cities. 














The desirable offices at No. 10 


Immediate possession given : 


to: suit tenant); together wit 
same dimensions. 





years by Geo. P. Rowell & Co,’s' 


Tro LET 


Main Office 25x98. Admirabl 


4 


Cellar as dry as any _ office—absolutely 
free from any approach to moisture. 


CHAS. J. ZINGG, 
Business Manager of Printers’ Ink, on the Premises, 


Sens St., occupied for thirty - 
dvertising Agency; are now 


Rent free to January 1, 1906. 
lighted: (will: be re-arranged 
basement and sub-cellar of 


Apply to 

















Satisfied AMI Around. 


T do not want to use any better inks than you make, 
and am sincere in saying you sell them cheaper than 
any other.— Republican, Rochester, Ind, 












‘ portation. 


AT Spruce Street, : 








My specimen book, containing one hundred and’ 
twenty-five different. shades of my best. selling inks, ’, 
will be sent to any printer who makes application for. 
same. All I.ask isa trial order, and if the goods are. 
not found up to the highest -standard of quality: the - 
money will. be refunded along. with the cost of trans-. 


ADDRESS 


PRINTERS. INK JONSON, 












New York,.. 
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INCREASING BUYING POW- 
ER OF THE FARMER. 





“The corn is twenty feet high 
and carries ten ears to each 
stalk.” That is Senator Cullom’s 
comment on the agricultural con- 
ditions existing this fall in the 
middle West. 

A corn crop estimated at two 
and a half billion bushels is made, 
American farmers never grew 
such crops as have come safely to 
maturity this season. 

The “granger” railways do not 
know how they are to handle the 
tonnage originating in the great 
farming States as a result of the 
phenomenal yields of 1905. 

The farmer is king this year 
sure enough. 

It is interesting to note that thc 
wonderful strides made by Amer- 
ican Agriculture in recent years 
are in great degree due to the 
rapid development and  wide- 
spread dissemination of facts 
worked out by our agricultural 
scientists and experimenters. The 
Department of Agriculture, the 
Agricultural Colleges and Ex- 
pefiment Stations and an enter- 
prising agricultural press, ‘have 
all ‘been prime factors in a great 
campaign in behalf of better 
methods in the handling of our 
various soils and crops. 

Scientific research has fairly 
revolutionized farming methods 
in the United States in recent 
years, 

The farmers of 1905 are stud- 
ents. They are farming with their 
brains as well as with their brawn, 
They are supporting a line of per- 
iodicals devoted to their business 
that compare favorably with the 
best equipped newspapers in any 
branch. of modern journalism. 
They have paid off their mort- 
gages. They are surrounding 
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themselves with the good things, 
the creature comforts and many 
of the luxuries of life. They are 
remodeling and rebuilding their 
residences, their stabling» and 
their fencing. They are’ install- 
ing telephones, hot water heat 
and modern machinery of all 
descriptions. They are utilizing 
electric motors and are giving 
their sons and daughters college 
educations. They are building 
good roads, enjoying a free mail 
delivery and a net work of inter- 
urban trolley lines. In a thou- 
sand ways they have advanced 
their standard of living as com- 
pared with that of the preceding 
generation. The farmer is no 
longer an isolated member of the 
community. He is in as close 
touch with markets and centers 
of supply as his town or city 
brother. 

Advertisers are rapidly rising 
to an appreciation of this. situa- 
tion. A new and apparently inex- 
haustible buying power has come 
into our commercial life. The 
up-to-date farmer may not have 
time to read. all the leading peri- 
odicals of general character, for 
he is a busy man, but he does take 
time to read his own trade jour- 
nals; those weekly newspapers 
that cater to his particular busi- 
ness and keep him abreast of the 
times in his own work. In no 
other way can he follow the rapid 
advances being made from year: 
to year in agricultural . science 
and discovery. The improvement 
wrought in the agricultural press 
during the past decade is no less 
wonderful than the progress made 
by the farmers themselves. As 
agriculture is the basis of the na- 
tional prosperity all- this argues 
well for the general business 
interests of the country, 














THE BEST 
BY EVERY TEST 


In profitable results to the advertiser. 
In volume of clean advertising carried. 
In paid subscription circulation. ~ 


On all three of these vital points the 
following eight papers are easily the leaders 
of the Agricultural Press of America. 

If you are interested give us a chance to 
prove our case. 


*Hoard’s Dairyman, Fort Atkinson, Wis. 
*Breeders’ Gazette, Chicago, Ill. 
*Wallace’s Farmer, Des Moines, la. 
*Farmer, St. Paul, Minn. 
*Dakota Farmer, Aberdeen, S. D. 
Ohio Farmer, Cleveland, O. 
Michigan Farmer, Detroit, Mich. 
Wisconsin Agriculturist, Racine, Wis. 





WALLACE C. RICHARDSON, 
Eastern Advertising Manager, 
725 Temple Court, New York City. Telephone 5561 Cortlandt. 


‘Nors.—* Represented in Chicago by GEO. W. HERBERT, 715 First National 
Bank Building. 
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Ohio's One- Paper: Cities 
DAYTON. 
‘SPRINGFIELD. 


The. tl League. 


OF ONIO 














Consisting of—— 


THE DAYTON DAILY NEWS’ 


AND THE 


SPRINGFIELD DAILY NEWS ° 


(Formerly The Press-Republic } 


Covers them to the practical exclusion of other daily otien. 
These cities are only 26 miles apart, and trading centers for 
the most prosperous section of Ohio. They stand an per cap- 
ita, in manufacturing in the Btafe,, ~ . 


The News League is a supreme on 
239 Rural Routes, 21 Traction Roads 
and in 136 Small Towns. 


The most attractive proposition for the general 


advertiser in the entire State of Ohio. | 
LACOSTE & MAXWELL, wai JOHN ons, 
Eastern Representatives, : Western-Representative, 


Nassau-Beekmen Bldg., N. ¥, _ Boyce Bldg., Chicaga, 











spininn ttt 
eAidyertising in Mapame 
is"taken with: the abso: 
lute guarantee of over 
200,000 circulation, 
proven to - advertiser’s 
satisfaction or no py. 
W, rite. it in yout order. © 


SEPTEMBER CIRCULATION. | 
Send. for fac-simile: re- 
production of post-oflice 
receipts, showing that 
the circulation of Sep- 
tember MapbDaMeE was’ * * 


200,048 


November forms close Octaber roth. 





FISHER SPECIAL AGENCY, FISHER SPECIAL arenes 
150 Nassau St, New York. Boston, Mass, 

"WM: B. RAYMOND, WM. H.* RANKIN; Agr: ir, 

” pmereoskea Bidg., Chicago, Ill, Journal Bldg., Indianapolis, Ind. ° 
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I the Best Any Too Good to 
Represent Your Business? 


You know how it is yourself. A large amount 
of really good printing comes to your desk nearly 
every day. While you realize its quality you are 
too busy to give it more than a passing glance. 
Once in a while, however, something turns up 
which is superior and distinctive—possessing a 
charm which is impossible to resist. That is the 
piece of printing which you examine with interest, 
which you read with care, which you hide in your 
desk for fear the other fellows will get it away 
from you, which you show to your friends as an 
example of what can be done with type and paper. 
This class of printing is not necessarily expensive. 
Stock, composition and press-work costs about so 
much anyway. By paying, perhaps, a trifle more 
you can get the intelligent, artistic service which 
counts for so much in the completed work. Don’t 
you think it would pay you to be represented by 
that class of printing described above? If you do, 
we would suggest that you give us an opportunity 
to figure on your next job—large or small—and 
make a few suggestions which we are sure would 
interest you. 


THE GEORGE ETHRIDGE COMPANY, 


Hartford Building, No. 44 Union Square West, 
NEW YORK. 
We have just removed to the above address, where we 


have double the floor space and equipment than those we 
had in our old offices on the same block. 
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COMMERCIAL ART CRITICISM 






BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 


Whether or not the springiness 
of a spring bed can be conveyed 
to the mind of the possible pur- 
chaser by means of an illustra- 
tion may be a matter of doubt, 
but if it can be done at all it cer- 
tainly cannot be done in the way 
attempted in the advertisement 
marked No. 1. Here we have 
what is evidently an attractive 
woman, a bed spring and a lot of 
type, all tangled up together—to 
say nothing of the trademark 
which is so small as to be perfect- 











ly useless, although the advertise- 
ment invites us to look for it. In 
the illustration marked No. 2 the 
girl, the headline, the trademark 
and the springs all have a chance 
to be seen, undcrstood and appre- 
ciated, and there is nlenty of room 
left for the text, without tangling 
it up among the wires. 


* * * 


This White Lily Washing Ma- 1 


chine advertisement is about as 
poor an effort to show the article 
advertised and its uses as has 
turned up in a long time. In this 


INK WILL RECEIVE, 
Focaitiéism OF COMMERCIAL ART MATTER SENT TO MR. ETHRIDGE. 
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383 UNION SQUARE, N.Y. 


FREE OF CHARGES 





picture the washing machine looks 
like any other washing machine 
and the girl looks like any other 
girl, The catch-line on this pic- 
ture, “Done Before Breakfast,” is 
of no particular significance, as 





Cm. 
(cz 


ms as 
3 — ee 
= oe ee 


* 








No.2 


there are only three pieces of 
washing in sight, and that much 
might be done before breakfast, 
with or without the aid of any 
kind of a washing machine, This 















R\, THAT WONT COME OFF 
wovesmira 





sete WHITE LILY on # days.trial- FREB 
WHITE LILY WASHER Co, 
15 Rockingham Rd, DAVENPORT, OWA 





advertiser also makes the very 
serious error of using the Quaker 
Oats catch-phrase for his head- 
ine. 

* * * 
According to the text of the 
advertisement shown herewith 
Sackett Plaster. Boards are a su- 








~ 
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..perior substitute for ordinary lath 
in the interior. construction, of 
buildings. The picturé used shows 
a mansion of the Colonial type, 
but there is nothing about it to 
ifidicate that’ Sackett Plaster 
Boards are used in its construc- 
tion, or that it otherwise has any- 
thing to do with this advertise- 
ment... This ad appeared in one 
high-priced-magazine at least, and 
this.means that a number of dol- 
lars’ -worth of valuable space is 
wasted - by. printing a picture that 
“dis misleading and of no possible 
value. The picture of:a horse or 
hen would be just about as ap- 
‘propriate as this one. 

Buying. magazine space is a very 





PLASTER 
mean better protection against heat and cold 
ascompared with ordinary lath construction. 


It yon ay wiet- within, for the Boards are 
deade leners. It means dry walls and 
ps rhe frescoes, for far less water is 
néeded in. plastering. It means that the 
plaster cannot fall or crack. It means 
security, for it is an excellent fire resistant, 
where lath is ti 
Send fer Free ‘Sample and Booklet: 
SACKETT WALL BOARD Nn 5. ¥. 
; GRAND RAPIDS rusTEE 6. grant Baplen Mich, ~ 








serious matter; it costs so much 
that évery liné should be made to 
count. If any of the space is 
wastéd the results secured will be 
rélativély more costly. Most of 
the complaints to the effect that 
responses from magazine adver- 
tising cost too much are due to 
‘the fact that much of the money 
is wasted by reason of bad copy 
or poor illustrations. 
* * * 


While on the subject of the use 
and misuse of magazine space it 
may not he out of place to show 
here a half-page advertisement of 
the United States Mortgage and 
Trust Company, clipped from the 


PRINTERS’ INK, 


September . Review _of Reviews. 
Now, here is a half. page adver- 
tisement, probably appearing in 
quite a number: of publications. 
which is as sad a waste of valu- 
able’ space ‘as it°is possible to cor- 
ceive of. This, .adverfisement 
gives the name; location-of offices 
and names of the directors of a 
big trust company. This is: all: it 
does; except to state in the most 
general terms that this company 
allows interest on accounts’ sub- 
ject to check, transacts a. general 
trust’ business and issues letters 
of credit for foreign | travel— 
things . which scores ‘and hun- 
dreds of banks .and trust com- 
panies do as a matter of course, 
as is well known. The question 
arises, what is the use of a fi- 
nancial institution paying its good 








Gited States Blorigage and Srast Gomgarg 
Sag, Benen 
ame 
Trust Business. 





GEORGE M cunmarnc, iC, Pacomen 
LUTHER XOUNTZE. Vice-Pai ae: 
EBEN B. THOMAS. v1 wisn at Weems 


CE-PRESIDEWT. 
JOHN W. PLATTEN, Vict-Passiony Lax PHI tare, 
CALVERT "Rw! RK, Secertany. se ti SER’ enw cine ge 











DIRECTORS. 
Geoace W. Youre, Chainten. 
© Letinet ‘i ‘ . ? 
a — ao Witue B. eho 
Demon’ Clarke Kobert A. Greenies. Richard A. McCurdy. . 
SA Cole. SS Howe. Ie Clarenoe Hi. Mackay. 
EC aye Cer E: Ket Som, _ Coracins Vangertuh. 








money for space and then leaving 


it practically blank? It is true 
that there are a large number of 
imposing names in the list of di- 
rectors, and perhaps the man re- 
sponsible for this advertisement 
thought that. these names’ would 
be so impressivé that the public 
would come rushing in to plank 
down its money. © Names. of 
wealthy and substantial - citizens 
are very useful in connection with 
a financial proposition, but. it: is 
much more important to give 
people facts in connection with the 
names, 
—_——_+9+—_____ 

“Bacon in Fivé Months”. is thé title 
of a hooklet from the Loch Maree: Stud, 
Thornleigh, N. S. W.. This stock farm, 
of which Herbert Garratt is proprietor: 
makes a specialty of breeding British 
lafge black: pies, and the booklet de- 
scribes this breed .for the benefit. of 
farmers. Excellent photographs and 
mich pertinent information are given. 
A good piece - advertising  liter- 
ature. 
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Store 


BUSINESS AND STORE MANAGEMENT. 


How to get the full value of advertising by rightly conducting the business, and how 
to make. business more profitable by a judicious system of adverusing, 


Subscribers are invited to ask questions, submit pians for criticism, or to give their 
views, upon any subject discussed in this department. 
anagement, Printers’ Ink Publishing Co., 10 Spruce St., New York, 


Address Editor Business and: 








Every -retailer who buys “guar- 
anteed” ‘goods from: the whole- 
saler or manufacturer and sells 
them as such to his. customers, 
ought to find out exactly what the 
guarantee means—to have it re- 
duced to writing by the concern 
from which he buys, so that he 
may know exactly how far he can 
safely :go in .repeating it to his 
customers. Far too often a guar- 
antee means absolutely - nothing. 
If.put into words, it is frequently 
so. -ambiguously stated’ as. to 
thwart. even the proverbial -Phila- 

“delphia‘lawyer in any effort to un- 
ravel it and find anything which 
‘ actually places the .responsibility 
for-any shortcomings in the goods 
upon the man or concern who is- 
_ sued it to help sell the goods and 
not with any purpose to protect 
the purchaser. Many merchants 
are selling guaranteed goods 
s largely on the strength of the 
guarantee, without any idea of 
what the guarantee covers or any 
knowledge of what the manufac- 
turer will do if they (the retail- 
ers) replace such of these articles 
as‘‘are defective with new ones, 
without charge. Every merchant 
who.is doing business in to-day’s 
way. must- protect his -customers, 
wholly on his own responsibility, 
by the-liberal “money back” guar- 
--antee that means money back. in 
-case~of dissatisfaction for any 
‘reason or for none at-all.’ At the 
same -time;- the. manufacturer’s. c 
guarantee, -if it amounts. to any- 
thing at.all, should be a valuable 
aid in pushing the goods and: help 
to give them a standing -which 
will be -mutually- beneficial to 
maker and seller. - And: this is of 
particular value to-the dealer iho 
controls. some -particular-: fine. 
his town and -is.. anxious. to niske 
the most of it.. The manufacturer 
-who really wants to add to the 
reputation of his product and to 
“know «the reasons for dissatisfac- 
tion with his goods in those cases 


where it occurs, will see that his 
own guarantee goes straight: to 
the consumer with his goods,’ by 
inclosing it with them or attaehing 
it to them, in printed form, » And 
he will see that ‘it covers, clearly, 
and beyond the possibility «of 
misinterpretation, if that is: pos- 
sible, every point in which there 
is even a remote chance for. dis- 
appointment on the part of. the 
buyer. The . best . guarantee—the 
easiest one to put into words: and 
the one about: which there canbe 
no misunderstanding is-one- which 
authorizes the dealer to’ refund 
full purchase price without ques- 
tion. There is no harm in in- 
structing dealers to find out, :after 
the money. has. been refunded, the 
real cause for complaint, if it can 
be done ina way that. will not 
give offense. But the first -con- 
cern should. be -to - inspire .confi- 
dence:on the part of the -cus- 
tomer—to. make. him feel thatthe 
maker himself is back -of. “hi 
goods, and to offset dissatisfaction 
in the purchase ‘with’~ thoroggh 
satisfaction in the adjustments of 
the matter complained* of.>:This 
gives the manufacturer. the 
full. benefits:..of :-the | “money 
back” proposition, evehi when 
his. goods. -pass through..'.the 
hands. of those merchants. who 
have not yet seen the advantage 
of. that. policy; arid. such. ‘mer- 
chants, .I am glad to say, aie: be- 
coming more and more. rare. 
“Money. back” i is so common now- 
adays that it is generally taken 
for granted. Many retailers have 
been using the idea so long that 
they regard any reference to it as 
entirely unnecessary. - It is. true, 
nevertheless, that the average re- 
n tailer who gives money back does 
not yet know how to do it ‘in the 
way. that -will be most useful to 
himself, and either through ignor- 
ance: of good business or a de- 
liberate ye aad to refund ‘only 
when no other course’ is’ open, 
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“gives up” in a way that defeats 
the purpose of the whole scheme 
by making the customer even 
more dissatisfied than if there had 
been no money back offer. Re- 
member that while some people 
are impressed ‘by the appearance 
of liberality, more are won over 
by its practice. Don’t pretend to 
be liberal—be liberal in fact, and 
the results will take care of them- 
selves, 
* * * 

A friend of mine, a mechanic 
of more than ordinary skill and 
knowledge of business methods, 
bought a guaranteed, or warrant- 
ed, pocket-knife. He didn’t know 
how far the guarantee went, in 
fact never gave the matter a 
thought until he snapped off one 
of the blades in attempting to 
open a bottle, or in some other 
use for which the knife was never 
intended. Then it occurred to 
him to find out what was: back of 
the word “warranted” which he 
found on each blade. There was 
no apparent flaw in the broken 
blade, but, as he said afterward, 
he made one, “just for the sake of 
argument” by the skillful appli- 
cation of a little India ink to each 
of the broken parts. He present- 
ed his “evidence” to the dealer, 
with a show of outraged inno- 
cence which he calls to his as- 
sistance in emergencies, and, an- 
ticipating some objection on the 
part of the dealer, demanded in 
no uncertain way to know what 
was going to be done about it. 
Much to his surprise and some- 
what to his discomfiture, the 
clerk, after examining the frac- 
ture and noting the make of the 
knife, said there were just two 
things to do about it—he could 
take his choice between his money 
and a new knife. Of course, my 
friend immediately took the clerk 
‘into his confidence and told him 
just how and. why he had played 
his little trick—simply to find out 
what “warranted” meant on that 
particular make of knives, Then 
the clerk rather spoiled the good 
impression he had made by show- 
ing a disposition to get mad. 

The point I want to make is 
simply that those who offer 
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“money back” unconditionally are 
sure to be imposed upon occasion- 
ally by some less scrupulous. per- 
son than my friend—that mer- 
chants who make that offer and 
live up to it, will sometimes have 
to refund money when in justice 
they should not and when they 
know that they are being “work- 
ed.”. But not for one minute 
should these occasional imposi- 
tions be considered as against the 
direct and cumulative benefits of 
refunding promptly and willingly 
when called upon to do so. 
* * * 


Business people who put in a 
telephone to facilitate business, 
and then, because it happens to 
interrupt them at inconvenient 
times, answer calls with a gruff 
and impatient “Well?” had better 
take their ‘phones right out 
again, for they will not. facilitate 
business very much when used. in 
that way. Early in my business 
experience it devolved upon me to 
“make change” for a large store 
employing a rather rapid and very 
busy cash carrier system, and, at 
the same time, take complaints 
and orders over the ’phone. Nat- 
urally, these duties kept me from 
worrying about my other troubles 
during business hours, and not in- 
frequently my patience was sorely 
tried. Many of our telephone 
customers were women of the 
town’s well-to-do families, and it 
occurred to me one day that we 
would hardly greet any of them 
with the somewhat undignified 
“hello” of the telephone if they 
gave their orders in person at the 


store. It also struck me that a 
short “hello” was much more 
likely to have the impatient, 


hurry-up sound than “good morn- 
ing,” so I disregarded precedent 
and greeted our telephone cus- 
tomers with a pleasant yet busi- 
nesslike and wholly respectful 
“good morning,” whether there 
was an order or a complaint in 
the tone of the “hello” that came 
from the other end of the line. 
I am not going to say that this 
increased the business perceptibly 
—it may not have made a cent’s 
worth of difference. But I do 
know that favorable comment oc- 











casionally reached my ears, and I 
am sure that it went far toward 
mollifying those who called us up 
to make complaints. A telephone 
conversation is supposed to be 
brief and very much to the point; 


there is no time, in business 
*phoning for unnecessary pre- 
amble, but I believe a cheery 


“good morning” or “good even- 
ing” is worth a mile of “hello’s,” 
anid the extra time it takes is of 
no consequence. 

* * * ¢ 


That reminds me that some 
business men who wouldn’t think 
of lying to a customer in the store, 
or of making rash promises, will 
lie and promise “regardless” over 
the phone. A customer calls up 
to know when her purchase will 
be delivered, or to ask why it has 
not been delivered and is told, 
without investigation, that it has 
been sent or is now on the wagon. 
A purchase of my own, here in 
New York, was “on the wagon” 
for a week, or the man at the 
other end of the ’phone was a 
great many kinds of a liar, which 
of course he was. A personal call 
and investigation at the store dis- 
closed the fact that the goods had 
not been received from the west- 
ern factory, but were expected 
every day. The truth might have 
lost them one sale; the lie has 
already cost them several I think, 
and it is still working. It was a 
telephone lie, probably because it 
is easier for some people to lie 
when they don’t have to look the 
other man in the eye while doing 
So. 

* * * 

You can’t be too careful how 
ou treat an applicaant for credit, 
if you open accounts. You are 
bound to protect yourself by re- 
quiring references and asking cer- 
tain. questions of the applicant 
himself as to his ability to pay. 
But, if you decide not to grant the 
accommodation, don’t make a 
foolish attempt to retain the good 
will of your ‘would-be customer 
by resorting to deceptions as to 
your reasons, which instead of 
sparing his feeling, make it plain 
to him that you think he is not 
only a knave but a fool as well. 
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If you accept his application, then 
find out what he wants to buy, 
look up his references and finally 
decide not to take the risk, don’t 
tell him that you are “not opening 
any new accounts.” He will 
know that’s a lie, if he knows 
anything at all, and he will 
very properly resent it. He will 
know that if you were opening 
no new accounts, you would have 
told him so in the first place. 
Simply tell the man the truth— 
tell him that from all you have 
been able to find out, you believe 
that he intends to pay but that 
you think he has perhaps over- 
estimated his ability to pay on the 
date stipulated, and you do not 
feel justified in letting him have 
the goods. If he is a straight out- 
and-out “beat” (and these are 
relatively rare) tell him straight 
out-and-out that you do not care 
to open an account for him; and 
then if he insists upon your rea- 
sons, which he probably won’t, 
tell him that he has the reputa- 
tion of not paying his bills. 
Credit can be refused in a way 
that will bring you the cash trade 
of the applicant; but it requires 
tact, and there is a wide differ- 
ence between tact and the polite 
fiction that is so often emploved. 
Don’t confuse the two; it isn’t 
good business and it won’t pay in 
the long run, 
————$+ > 


VERY SUGGESTIVE. 


The mother was expecting guests for 
the evening, and at eight o’clock the 
youngest son was told that it was bed- 
time. The little fellow persisted in sit- 
ting up for the occasion, pleading fear 
of the darkness. His mother assured him 
there was nothing to fear, saying he 
would not be alone, as the angels 
would be in the room to guard him. 
oo the youngster reluctantly went 
to bed. An hour later a little figure 
appeared in the dining-room doorway, 
much to the amusement of the entire 
company, saying: 

“Mamma!” 

“Well, dear?” his mother said. 

“May I speak, mamma?” 


“Certainly, dear. What do you 
want?” 

“Mamma, are the angels in my 
room now?” 

“Yes, dear.” 

“Are they in my bed, too?” 

“Oh, yes, yes, dear,” answered 
mother impatiently. 

“Well, then, mamma, the angels are 
biting me.”—Ladies’ Home Journal. 


the 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invitedto send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 








Orzon E. Scott & Co., 
Real Estate & Loans, 
- 817 Chestnut St., 
Sr, Louis, Mo.,; Sept.- 15, 1905. 
Editor Ready Made Department: 

We are inclosing you herewith a 
circular advertisement issued recently 
by us for one of our swhbdivisions, and 
would ask; if you can find time to de- 
vote to sO unimportant a matter, that 
you give us at your convenience a 
criticism upon the same, 

Your publication is read with in- 
terest by each one of our employees, 
and much interest has been-taken in 
the various criticisms made by you 
from ‘time to time. We are anxious, 
therefore, to know how ours will com- 
pare with other advertising matter. 

Thanking you in advance for any 
courtesies extended, we remain, 

Very truly yours, 
Tuomas G. Wape. 





It is clear that very unusual 
pains have ‘been taken in getting 
up the. circular submitted, which 
advertises “Christian Bros, Col- 
lege Subdivision.” The name 
seems a bit unwieldy but it may 
be necessary to properly identify 
the property. The circular is 
printed on both sides of a heavy 
sheet 12%4x19 inches. It is an 
awkward size, but. one forgets that 
in admiration of the handsome 
half-tone illustrations. There are 
four of these pictures and business 
blocks; and on the reverse, above 
a map-of the property, is pictured 
a beautiful lawn. On one side, 
practically every question that a 
possible buyer would think of 
asking is anticipated and answer- 
ed in.detail—location, elevation, 
restrictions, prices, terms, etc.; 
and on. the other, beneath the 
lawn picture, is this word picture 
of the: property and its environ- 
ment: 





AN. IDEAL, HOME SITE 

Here. in :-the shadow of this well 
known ‘Institution, on that part of the 
highest and most beautiful grounds in 
St. Lowis, formerly used as .a. campus 
and ball grounds. by the Christian 
Bros. College, in a’ section where de- 
velopment has and will continue to be 
the ‘surest. and most substantial—with 
two of the best Street Railway Systems 
in the entire country passing the prop- 
erty-in all directions—within a stone’s 





throw of Stores, Schools, Churches and 
the splendid and costly mansions along 
Union Boulevard and throughout this 
district—with all improvements made 
on most of the property and paid for— 
with property being sold atid resold at 
a profit al about it, and buildin 
no section of St. Louis hag ever Suite 
before—with all the beauties of ‘na- 
ture, combined with all modern con- 
veniences, 
HERE INDEED IS AN IDEAL tobe 
UPON ge hy BUIL 
YOUR E AND 





I believe that the whole job 
might have been made quite as ef- 
fective and much more convenient 
to handle by putting it in book 
form; but it is certainly a striking 
piece of advertising in its present 
form, and Messrs. Scott & Co. 
will have no occasion to be 
ashamed of it, 





Where a Good Description and the 
i Work Hand in Hand to Make 
ales 


$7.95 for 
Women’s Covert 


Coats That Usual- 
ly Bring $10.95 


It is our popular coat. 
Everything about it appeals 
to the thinking woman. It’s 
a close fitting, strapped 
seam model, that always 
looks well; such a-coat as a 
woman always feels proper- 
ly dressed in. The details 
will stand inspection, too; 
the notch collar and the 
1evérs are just the right 
size, and the cut’ of the 
s'eeve, and the turn cuff. 
Possibly you think these: de- 
tails trifles, but if they are 
not absolutely - correct . the 
coat is not up-to-date. 
There’s a guaranteed ‘satin 
lining throughout. 

We have looked at all the 
covert coats about town and 
can find nothing that comes | 
near this $7.95 coat of ours 
at less than $10.95. See it 
for yourself, 


. SNELLENBURG & co. 
Philadelphia, Pa, 
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Aurrep._M. . Beatty, 
~ Advertising. 
Phone Main 4891.° 
.1005 Central Avenue, 
; Cincinnati, Sept. 19, 1905. 
Ediuter- Ready. Made -Department: 
Wont you kindly give me your cri- 
ticism of tnis. work through your Ready 
Made. Department? I ‘asked the same 
favor. July 18th, but have ‘never heard 
from it. I shall reciate the criti- 
cism very much. ours tru _y, 
M. Beatty. 


Much as I should like to do so, 
it is simply impossible to always 
make. prompt. criticisms of ads 
sent to this department, partly for 
lack of time to give them all 
proper attention immediately on 
their receipt, and partly because 
Mr, Zingg has fenced off these 
four pages and forbidden me_ to 
trespass on any of the others, So, 
some of you will have to be pa- 
tient, and still others will have 
to be disappointed altogether, be- 
cause while Printers’ INK does 
not mean to slight any of its 
friends, it . occasionally happens 
that the ads sent for criticism are 
no longer seasonable, that the 
criticism has been covered recent- 
ly in a similar case, or that it 
would not be likely to interest or 
benefit other readers. The ads that 
came with the ‘above letter are ex- 
ceptionally strong ones for the 
space they occupy—only one and 
a half inches, double column.: The 
first one of the two reproduced 
below fairly radiates the comfort- 
ing warmth produced by Youghio- 
gheny coal; and, somehow, the 
other one does remind me of un- 
comfortable things that used to 
happen up°in the country where 
this particular kind of coal was, 
perhaps, not to be had. It may be 
that it was there, but that nobody 
quite had the courage to brace up 
and ask for it by its well-nigh im- 
posstble name; and if I were to 
suggest anything regarding these 
ads, it would be in relation to that 
name—that if possible it be so ab- 
breviated as to be more easily re- 
membered and pronounced, yet 
not sO as to lose its identity. I 
believe, too, that an ad’of this sort 
ought to’ tell the price. 


ON A STINGING, COLD, DECEM- 
* BER MORNING 
Nothing “is “more enjoyable than to 
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stir up the fire kept over night with © 
our -famous: Yotighiogheny Coal. The 
glowing warmth of bright coals gives 
you a new lease on life. Be on the 
safe side and let us send-you the win- 
ter supp y of Youghiogheny now. 

W. H. -BROWN’S~SON, 

Principal Office: 
Front’ and Lawrence Sts, 


DO YOU REMEMBER THIS? 
Ever light the fire in the range-:.on 
a stinging cold morning, slip -back to 
bed—and upon orising again find the 
kindling burned out, but no fire? No 
fault of the range; kindling did 
duty, but the coal was poor, . Our 
famous Youghiogheny is satisfactory in__ 
every respect. 
W. H. BROWN’S SON, 
Principal Office: 
Front and Lawrence. Sts, 








Good Top-Coat Talk. 





Chilly-Weather Top 
Coats for Men R 


Nature throws out the 
warning, “Get your top 
coats ready.” The -trolley 
ears are a bit uncomfortable 
these morning without your 
top coat. Going ‘home at 
night is chilly w.thout. your 
top . coat. 

The right kind af a top 
coat is a dressy garment. 
The ones we had made for 
this Autumn season are the 
embodiment of neatness. 
We have them in’ such ‘‘@ 
range of prices that -your 
ideas of what you can. afford 
to pay for a light weight 
by, coat can be met. 

rankly,- we sell very few 
top coats under $15.00. The 
average man, especially the 
younger ‘set, wants a first- 
class coat, and prices for 
first-class coats begin at 
$15.00, 

Never before did) we have 
such generous stocks’ to ask 
mento pick from, and we 
went the limit in expecta- 
tion of the heaviest Autumn 
business ever known in our 
Clothing Department. 

Men’s. tan. top. coats, 32 
and 35 inches’ long, ful 
silk lined, $15 to $35. 

Men’s black and. oxford 
top coats of cheviot and 
unfinished worsted, $15 to 


35- 

Men’s Raincoats,' black, 
oxford and fancy gray mix- "| . 
tures, thorough-y rainproof, 
$20 to $40. ; 

Men’s Raincoats, cut sur- 
tout style, gray’ cloth with 
wide wale, ‘also plaid. mix- 
tures, $30 to $35- ei 


JOSEPH HORNE co, 
Pittsburg, . Pa. " 
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Eastern Mrc. Co., 
Manufacturers of Sheet Bluing. 
High Grade Specialties for the Mail- 
Order Trade. 

Marvzsoro, Mass. Sept. 19,1905. 

Editor Ready Made Department: 

Saw your request for bank ads in last 
week’s issue and enclose a few. It 
is needless to say that the business of 
the bank has increased since it com- 
menced to advertise in this manner, In 
fact the other National Bank in this 
city has been a gainer from the ads 
of the First National. 

Have been a reader and student of 
the Little Schoolmaster for over ten 
years, and have benefited greatly by 
the knowledge contained therein, Mr. 
Rowell’s letters are particularly in- 
teresting, and if he ever puts them into 
book form, which I for one hope he 
does, if he would say in regard to 
Mr. Burnett’s chiidren that they live 
in Southboro, a few miles’ from 
Marlboro, and not in Framingham, it 
would be the correct thing. But they 
are great, just the same. 

ApaMs THE Ap-Man. 


The ads which Mr. Adams was 
good enough to send are not ma- 
terially different from the better 
class of those, which banks in 
general are now running; but they 
present the various advantages of 
a bank account in a direct and 
convincing way that is bound to 
bring results, as shown by the one 
reproduced below, which is a fair 
example of the series: 


ONE FEATURE ALONE 

of a check account makes it well 
worth the having, namely, the con- 
venience of settling a bill. By mail 
one can so easily remit for a store 
or an Office charge or to any party 
inconvenient to call upon. Think, too, 
of the convenience for an out of town 
remittance, and the cost—nothing but 
the postage. We furnish check books 
free and pay ir:terest on accounts that 
will warrant it. 

THE shaadi oe BANK OF 


. 


Marlbor:., 


One of a Good Series Running in the 
Pittsburg (Pa.) Leader. 


When You Want 








Mass. 








a Doctor 
you usually want him 
mighty quick. With a P. & 


A. Telephone in your house 
or office you can call him in 
three seconds. 

Residence phones installed 
as low as twenty cents a 
week, 

If you 
Main 6s. 
P. & A. TELEPHONE CO., 

Pittsburg, Pa. 


want one call 
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An Exceptionally Good Line of Talk 
for Beer, from the Pittsburg (Pa.) 
Press. Well Calculated to Overcome 
Prejudice and Put Beer on a Differ- 
ent Basis as “ “A Food | Beverage,” 


A Food Beverage 


Theré are no moral or 
physiological reasons why 
you should avoid drinking 
pure beer. 

American Extra Pale 
Beer quenches—not in- 


creases thirst. 

It is pure, properly aged, 
and contains less than four 
per cent alcoho'—an amount 
serving as a healthful tonic, 
readily digestible. 

Pure beer never creates 
an appetite for stimu.ants. 
Witness the temperance and 


good-health-apparent of the 
Germans, whose national 
beverage is beer. Sobriety 


and thrift have ever been 
German characteristics. 
Wines contain about 
twenty per cent, whiskey 
about thirty-five per cent, 
and Irish whiskey actually 
sixty per cent of alcohol. 
Beer should not be made 
to share the odium attach- 
ing to the indiscriminate 
use of such liquors, high in 
alcoholic percentages, 
American Fxtra Pale Beer 
is a food beverage abound- 
ing in the rich properties of 
the choicest selected barley- 


malt. 

Its moderate use will 
bring health to you and 
your family. Let it grace 
your dining room table. 

Bottled—American Pale 
Export—and in wood. Get 


it at your dealer’s. 
Hygienically brewed by 
THE INDEPENDENT 
BREWING COMPANY OF 
PITTSBURG, 
Pittsburg, Pa. 


There Should Be More Advertising of 
This Kind and the Advertising Co 
umns of “Printers’ Ink” Make a 
Good Place for It. 














Bangor and 


Brewer Directory 
1905 No, 9. 
12,196 names in Bangor. 
2,704 names in Brewer, 
A compilation of resi- 
dents, where living, where 
employed, where in_ busi- 
ness, with street and num- 
ber; co-partnerships, corpo- 
rations, societies, census, 
classified business directory, 
and a new map of Bangor 
and Brewer. 
For Sale by 


E. F. DILLINGHAM. 
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A Diamond Argument That Is Not 
New but Good, 





Put Your Savings 
Into Diamonds 


~ Diamonds in your _ pos- 
session ‘represent money— 
more money than you 
pay for them after you’ve 
worn them a_ while, for 
the advance in prices js 
marked, and there is posi- 
tively no danger of dia- 
monds depreciating in value. 
Of course, it is always 
necessary to choose wisely 
and pay the right prices 
when you make your selec- 
tion, therefore it is essen- 
tial that you shou'd choose 
the gems at a_ responsible 
house. Our record and rep- 
utation as diamond mer- 
chants is one that we think 
enviable, and our large and 
magnificent stock allows the 
best selection in the city. 


ALBERT PFEIFER & 
BRO., Jewelers. 
222 Main, 
Little Rock, Ark. 











This One From the Pittsburg Post 
Reminds Us That the Lamp Season 
fs on Again and There’s Another 
Thing to Advertise, 








$5.50 Gas Portable 
for $3.50. 


A good reading lamp is 
a necessity as the evenings 
become long and cool. None 
better for this purpose than 
the Drop Light, or as some 
call them, Portable Gas 
Lamps. 

The Lamp we offer for 
$2 less than the rightful 
price has a stand of brass 
with dull finished burner, 
mantle and chimney the very 
best. The g'ass’ shade is 
dome. shape, green, or any 
solid color preferred, orna- 
mented wit deep bead 
fringe of the same color. 
Six feet of tubing and a 
goose-neck make up the 
outfit. : 

Every one who saw this 
drop Yight yesterday was 
highly pleased and consid- 
ered it a great bargain. | 

People ordering by mail 
are requested to send 25¢ 
additional for carriage. 

JOS. HORNE CO., 


Pittsburg, Pa. 
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Just Plain, Common Sense, but Good 


Advertising for a Bank. 
Montgomery (Ala.) Advertiser. 





Borrowers accorded every 
accommodation consistent 
with safety. 


In Judging A 
Bank 


always remember that it is 
capital and surplus _ that 
give security to the deposi- 
tor. Canital and_ surplus 
form a fund standing be- 
tween the depositor anl any 
possible shrinkage in the se- 
curities held by the bank. 

The capital and surp‘us 
of this bank amounts to 
$335,000, a margin of safety 
that assures absolute secur- 
ity to those who entrust 
money to su, 

Prospective customers are 
invited to write, telephone 
or call in person. 

THE -FOURTH NATION- 
AL BANK OF MONT- 
GOMERY. 
Montgomery, Ala. 





ee 








Here’s a@ Seasonable One from 


Binghamton (N. Y.) Republican. 





Better Buy a 
Miller Oil Heater 


Than disturb the coal bin 
at this time of year. You 
will find the Miller Oil 
Heater the most economical! 
and convenient heating ap- 
pliance you have ever used, 
for warming up the ‘house 
these cold nights and morn- 


ings, 

The Miller Heater is abso- 
lutely safe to use. The oil 
fount is_ solid brass—has 
central draft burner—and 
patent anti-smoke wick stop, 
and sélf-registering oil indi- 
cator. A child can re-wick 
the burner. 

The Miller Heater is 
handsome in appearance, 
light in weight, and with its 
always cold handle can at 
any time be easily carried 
from one room to another. 
We aare_ exclusive _ local 
agents for the Miller 
Heater. 

Prices $3, $4 and $4.50. 


CALLAHAN & DOUGLAS, 


Hardware and Sporting 
Goods, 


Binghamton, N. Y. 











From the 


the 
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The 1905 Issue 


Rowell’s American Newspaper Directory is_a book 
published annually, which gives complete information 

about the greatest industry in the whole world... 

It is complete, succinct and practical. 

Collectively the newspapers and magazines of America 
own more power than all the governments on earth. 

In dollars and cents of capital and earnings, the- busi- 
ness ranks with the greatest; and in importance, influence 
and real value, no other compares with it. ; 
Conceive for an instant. the obliteration of. all the 
newspapers! 

Imagine the discontinuance of all the magazines, and 
of those journals pertaining to the various trades and pro- 
fessions. 

There are more than 23,000 different periodical publi- 
cations issued in the United States. 

Every county has its local weekly. . Every city. has its 
dailies, Every trade has one or more journals or magazines. 
Art and literature in their. highest types are disseminated 
in the great monthly magazines and in the national weeklies. 

The growth of these publications in strength and num- 
bers has been coincident with the growth of. business in 
America. 

Newspapers and business are interdependent.. ....., 

Without a dependable statistical record of publications, 
their growth could never have reached its present pro- 
portions, and the difficulties of the transaction of general 
business would be multiplied. 

Not only the advertiser is ‘interested in Rowell’ s 
American Newspaper Directory, but. every. considerable 
business house has use for it. It is supplemental. to the 
commercial agency book and the atlas. 

It.is a positive necessity to the man who meni even 
a few thousands per year in advertising. ; 

: It is.a profitable investment for the man. who. expends 
as s little as five hundred dollars per. year... ; . 

It is valuably suggestive tothe man who spends, nothing 
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for general advertising but who believes that ‘‘sometime.” 

he may like to ¢onsidef such a:possibility. 

§ yen? ‘to those who do not now, and never will’ ad- 
» Rowell’s American Newspaper Directory’is valuable 

pe the information it contains. 

‘The’ general prosperity and intelligence of any county, 
or any State, can be judged miore quickly and accurately 
from a knowledge of its newspapers than from commercial 
pe seas 

A county with live wewspapers is a live county a a 
good place to get business from. 

Trade‘and credit are best where newspapers are best. 


‘Rowell’s American Newspaper Directory gives the 


name, location, date of establishment, publisher’s name, 
Size, date and frequency of issue, politics and circulation of 
every publication in the United States and Canada. ~ 
' These are'classified alphabetically by towns and States, 
again by character, or class, or trade. 
_ You wish to know the leading Republican newspaper 
in Des Moines—turn to Iowa and to Des Moines. 

, You wish to know if a paper is published in a new Oktla- 
Hofria town—turn to Oklahoma and the town. 

You wish to see graphically how many towns in 
‘Indiana are enterprising enough to support papers’of over 
1,600 citculation—turn to the map of Indiana, which shows 
such towns and no others. 

You wish information of any given line’ of trade, but 
you do not know if, or where, or by whom, there ’is pub- 
lished any journal devoted to that trade—turn to the 
Classification by trades and get the name, place, ‘circulation 
and frequéicy of issue. 

Ts there a journal of taxidermy, of photograpiy, 6 SE 
iron, of mining, of stoves, coal, or hay? ? 
oa ‘The Directory will tell. 

Who better than the editor of a trade pape knows ey 
‘new and old things of his trade ? 

The Directory will let you reach him with your query. 

‘’Do you wish to judgé the’ conditions in any given 
town or city? Do' you wish to know what your customér 
is pushing and what is his competition? -Do you wish to 
write him an intelligent letter about his local ‘conditions ?” 
2° OWhat bettef than’ at exartifiation’ of his ‘local hews- 
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papers containiag his own and his competitor’s advertising? 
Where will you find the names and addresses of the papers 
so you may secure copies ? 

- These are a few of the uses of Rowell’s American 
Newspaper Directory. 

It should have a place in every business office where 
a knowledge of the general conditions of the next county, 
or the furthest State is desirable. 

No man can spend an hour perusing its pages without 
acquiring a broadened vision of the country, its possi- 
bilities, and the facts and potentialities of his own business. 

Rowell’s American Newspaper Directory differs from 
other newspaper directories primarily in point of accuracy. 

It was established thirty-seven years ago by Mr. Geo. 

—aP. Rowell. _ 
‘Prior to its first issue, there did not exist any pub- 
lished list of American periodicals. 

Through all of its years, the Rowell Directory has 
been the only one which made any serious effort to secure 
accurate circulation statements from publishers. Its 
strenuous pursuit of the facts about the number of copies 
actually printed has made for it many cherished enemies 
among those who did not wish the truth to be known. 

On November 10, 1904, Rowell’s American Newspaper 
Directory passed into the hands of the Printers’ Ink 
Publishing Company. It is an absolutely independent 
publishing enterprise. 

Copies of the Directory are sold only for cash. Ad- 
vertising space can be secured for cash only. ; 

This isthe only Directory of which these things are true. 

It is the only Directory seriously regarded by large’ 
advertisers, and even advertising agents who publish di- 
rectories of their own, generally find that they must depend 
upon Rowell’s American Newspaper Directory for real 
information. 
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